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ALSO IN THIS ISSUE me: . 


“Our experience proves the point in question” 


TO HELP GET YOUR IDEAS UNDERSTOOD... 


. without costly garbling, from person to person 
and from group to group—that is the business of 
The Jam Handy Organization. We’re specialists in 


group communications. 
Group communications, you know, must be clear to 
be effective. Even the simplest directives can become 


twisted—even reversed—in transmission. That’s 


why more top executives are turning to The Jam 
Handy Organization for help in getting the right 
message to the right audience, internally and ex- 
ternally. For assistance in making meetings more 
effective, ask the help of 


THE JAM HANDY ORGANIZATION 


NEW YORK IE OT CHICAGO HOLLYWOOD 


ung, 


ae abou 


You’re in 


eoeoin Indiana 
with the STAR 
and the NEWS 


Relaxing or working—they never get away from 
The Star and The News. 


This sales-powered combination blankets 
Central Indiana's $3.8 billion, 
45-county market —reaching more 
men and more women than any other 
advertising medium. 


The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


Evening 


KELLY-SMITH COMPANY NATIONAL REPRESENTATIVES 
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If you're a_ heads-up, both-feet-on-the- 
ground kind of man—your company’s in 
an advertising medium worthy of your tal- 
ents, in businesspapers. This is the place 
where a man who knows his markets, and 
his marketing, meets the buyers he wants 
.. gets the sales he’s after. You know you're 
in business, when you do business with busi- 
nessmen... through businesspapers. 


Advertising 

in businesspapers 
means business 

as any advertising man 

who knows his business 


will tell you—because 


men who read 
businesspapers 
mean business 


@): : 
America's leading newspapers, 


general magazines and businesspapers 
are all ABC-audited 


ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St, N.Y. 17 
201 N. Wells St., Chicago 6, I11.¢333 Wyatt Bidg., Wash. 5 
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Forecasts 
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Leadership 
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for $1-Billion-a-Year Sales (IBM) 
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HIGHLIGHTS 


NIXON AND KENNEDY—A MARKETING VIEW 
Platform promises and post-election performances 
may differ widely, but basic, underlying philosophy 
toward business and marketing can be seen in the 
two party lists of legislative goals. Here’s a step-by- 
step analysis, with comment, of what the marketer 
may expect if it’s the Democrats or the Republicans 
in November. Page 35 


ONE-STOP MARKETING CENTERS 
New York City, buying center of the world, is the lo- 
cation for buying offices that serve nine out of ten 
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the stores for which they buy in the U.S. and in foreign 
countries—all in one package. Page 39 


DYNAMO OR LOAFER? 


He looks good, he sounds good—but will he want to 
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sales manager asks himself about every potential sales 
candidate he interviews. However, there are some 
indicators that will distinguish the “money player” 
from the dilettante. Page 97 


SO THEY MEET THE QUOTA... SO WHAT? 
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least-resistance selling, or do your salesmen sell your 
products across the board? Page 109 
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A man who knows where he’s going, can 

really go places with businesspapers. This 

is the sales pro’s advertising ium. You’ve 

ot it made, and you know it—when hard- 

ded businessmen sit up and take notice 

of your company and its products... in 
businesspapers. 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 


will tell you—because 
men who read 
businesspapers 
mean business 


its readers are sold on —an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS - 205€ 42nd St. Y 17 
201 N. Wells St., Chicago 6, til.es55 Wyatt Bidg., Wash. 5 
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If you're man with big plans and ideas 
to match—you like the opportunities you 
find in businesspapers to do a spectacular 
selling job in spectacular fashion. This is 
where you get customers you want—and 
results you're after. You know your market- 
ing strategies pay off...in businesspapers. 


Photo by Arnold Newman 


Advertising 
in businesspapers 
means business 


as any advertising man 
who knows his business 


will tell you—because 
men who read 
businesspapers 
mean business 


now— over 3,000,000 businessmen 
invest more than $16 million a year for 
the purpose of reading ABP papers 
ASSOCIATED BUSINESS PUBLICATIONS + 205 £. 42nd St. N.Y. 17 
201 N. Wells St., Chicago6, Ill. « 333 Wyatt Bidg.. Washs 
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The most important impression 
you can make 


. is the one you make with the most favorable surrounding atmos- 

phere working for you. A high-ranking executive, for example, makes 
a stronger impression from behind the desk of his own well-appointed 
office than he does in the anonymity of a crowd on the street. 
And an advertising message in a magazine makes a more important 
impression if the surrounding content of that magazine, and conse- 
quently, the audience reading that magazine, are more important. 
This is one of the reasons why more and more of America’s advertisers 
consider “U.S.News & World Report” 


The most important magazine 
of all 


It’s the only magazine that concentrates its entire 
content on the essential news of our nation and 
international affairs. 
As a result, it attracts and holds an audience of 
the responsible, high-income people who have 
the biggest stake in such news . . . key people in business, industry, 
finance, government and the professions. 
Not just readers . . . but leaders. 


Continuing studies among America’s decision-makers in all fields 
consistently put “U.S.News & World Report” in first place as the 
magazine most useful to these leaders in their work, and the one 
in which they place the most confidence. Is there any surrounding 
atmosphere you can think of where advertisements stand a better 
chance of making the most important impression possible? 

Ask your advertising agency for the documented facts on the growing 
recognition of “U.S.News & World Report” as the important magazine 
... from your standpoint, very likely the most important magazine of all! 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1 mt 50,000 net paid circulation 


Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. 
Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, Washington and London 
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ona W7 NOTES FROM THE EDITOR'S SIDE POCKET 


To Avoid Trouble with the FTC 


As you learn from our pages and elsewhere, Washington is in a 
mood for tougher enforcement of existing laws (Robinson-Patman, a 
prime example) and the next Congress will consider a barrel of new 
legislation designed to “help” business or to “ham-string” business — 
all depending upon whose ox is gored. 

At any time, it is hard enough to walk the straight and narrow with 
the Federal Trade Commission, since so many of their findings hinge 
upon the interpretation by examiners of alleged violations. It is doubly 
hard today because there are no shortages, competition between sell- 
ers is keen, and buyers are becoming more and more demanding. Well 
meaning and honest sales executives uninientionally violate the law 
against price discrimination by allowing field salesmen to grant price 
concessions in order to hold an important account 

To keep from getting into trouble they should at the very least insist 
that the salesman file a written report explaining precisely the excep- 
tional circumstance which made it necessary to make a special price 
in order to meet a competitor's offer. The FTC sanctions such a de- 
parture from normal pricing; it also will approve larger discounts on 
large quantity orders, although the seller may be called upon to prove 
that the discount is justified because of savings. 

Most salesmen hate such paper work, but our own men are en- 
thusiastic about a new type of communication form called a Speed 
Memo which we buy from Manning's, Box 84, Weymouth 89, Mass., 
and use it when we—or the salesmen—want a quick answer on a simple 
subject. The forms come in triplicate, with disposable carbon paper 
On the first sheet, white, you ask your question {in a space about as 
large as a telegraph blank), and at the bottom is a section for the 
receiver's reply. You detach the second sheet, yellow, for your carbon. 
The receiver gets the white sheet, and when he replies he retains the 
green copy as his record of what you asked and his reply. It may 
sound complicated, but it’s really simple and a great time saver; it’s 
especially good for those late in the day or after office hours periods 
when a stenographer isn’t available 


‘The Strategy of Desire’ . . . and Related Items 


Those of you who were bothered by Vance Packard’s “The Hidden 
Persuaders,” can now buy an antidote for $3.95. It is a book called, 
“The Strategy of Desire,” by Dr. Ernest Dichter, the controversial, 
articulate and always interesting head of the Institute for Motivational 
Kesearch. Just published by Doubleday. No matter what medium we 
use for persuasion, we can all benefit from his findings on how to 
arouse desire on the part of the prospect 

Incidentally, one short paragraph of his triggers another line of 
thought. He writes, “On a visit to South America, I was struck that 
even there people spoke about the Northern Hemisphere with greater 
reverence than about the Southern. What is on top seems to be 
superior. A dramatic new attitude toward the southern part of the 
globe might be achieved by printing a globe or map where the South 
is on top and the North at the bottom.” 

I was particularly interested because just a day or so before digging 
into the Dichter book one of my office confreres had remarked that 
almost without exception the greatest suburban growth had been to 
the North of our metropolitan cities. Do you believe it to be true? If 
so, do you have any theory to explain it? 

This is becoming a rambling piece that started out as merely a 
brief mention of a book I think you will enjoy. Still another hitchhike 
is that the same Vance Packard who harpooned marketers in, “The 


How you can 
‘prospect’ for 
new markets 
and still 

Sell 
current 
ones. 


... it’s as easy and productive as 
panning in Fort Knox! Put your 
product story before the readers of 
INDUSTRIAL EQUIPMENT 
NEWS. There are nearly 80,000 
of them . . . important, multi-func- 
tional executives from all phases 
of U.S. industry . . . from more 
than 40,000 plants representing 
more than 4/5ths of the gross na- 
tional product! 

With circulation like this — an 
exclusive circulation built on 
Thomas Register’s continuing 
census of U.S. business and busi- 
nessmen — you reach ail U.S. 
markets for your products, includ- 
ing the ones you now sell and hope 
to sell in the future. 

You owe it to yourself to get all 
the facts on this exciting, resultful 
medium — and you can: just ask 
for our latest Media Data File. 


good for selling 
... because it’s 


used for 
buying! 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York 1, N. Y. 
Thomas Publishing Company 

Affiliated with Thomas Register 
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What makes 
a newspaper great? 


Add two new and important con- 
tributions to the growing list of 
published works by staff writers of 
the Minneapolis Star and the Min- 
neapolis Tribune. 


WAIT TILL NEXT YEAR: 
The Story of Jackie 
Robinson ($4.95, 
Random House). No 
mere baseball book, 
this is the absorbing 
account of the socio- 
logical and racial as- 
pects of Robinson’s 
career as the first Negro player in 
the major leagues. A detailed study 
of Robinson’s transformation from 
star player to figure of national im- 
portance in the Negro’s struggle for 
equality, it has a real depth of feel- 
ing. For its author, prize-winning 
reporter Carl T. Rowan of the Min- 
neapolis Tribune, is a Negro himself. 

NO HIGH GROUND ($4.00, Harper & 
Brothers). For the first time, the 
full, chronological story of the origi- 
nal atomic bomb is told. Published 
on the 15th anniversary of Hiro- 
shima, this fast-paced narrative 


ROWAN 
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reads like a novel as it details the 
imagination, scientific accomplish- 
ment and organizational ability that 
went into the bomb’s development. 
A first book for co-authors Fletcher 
Knebel and Charles W. Bailey of the 
Minneapolis Star and Tribune's 
Washington Bureau, it is already 
hailed by reviewers 
as ‘gripping... vivid 
...enlightening.’’ The 
book is based on many 
hitherto secret docu- 
ments and records, 
revealed exclusively 
to the two Washing- 
KNEBEL ton-wise reporters. 

Minneapolis Star and Tribune 
staffers often keep typewriters clat- 
tering in their spare time on literary 


MINNEAPOLIS 


STAR 


EVENING 


projects of their own. Fourteen 
books by writers of these Upper 
Midwest newspapers have appeared 
in recent years. Two more new vol- 
umes will be ready for publication 
before year-end. -—* 
Ranging from home- 

gardening to science- 

fiction, from an anal- 

ysis of Asian turmoil 

to a vivid personal 

story of 50 years in 

sports, any one isa re- 

flection of the expert BAILEY 
and diverse talents which have won 
for the Minneapolis Star and the 
Minneapolis Tribune the regular 
readership and responsive regard of 
an entire region: the 3)4 state Upper 
Midwest. 


Minneapolis 


Tribune 


MORNING & SUNDAY 


525,000 COMBINED DAILY - 660,000 SUNDAY 


JOHN COWLES, President 
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Hidden Persuaders,” and “The Status Seekers,” will have a new book 
out on the 30th, “The Waste Makers,” David McKay Co., publishers. 
His thesis is that strategies to make us discard what we buy, before 
the products have lived out their usefulness, are becoming the order 
of the day with American manufacturers, designers, promoters, mar- 


keters and merchandisers, as a new “philosophy of waste” takes hold 
as the great American national virtue. “Historians,” he suspects, “may 
allude to this as the Throwaway Age.” Miscellaneous claims he makes: 
that packaging alone costs the average family $500 a year, that many 
companies set “death dates” for their products, that a mortician in 
Columbus, Ohio, gives green stamps, that by 1970 each American 
must increase his consumption 40) percent if we are to consume the 
products American industry manufactures. . . . I don’t expect you to 
like the book, but perhaps reading it will help to arm you for the 
social debates it is likely to ignite. 


Hand-to-Mouth Buying 


Sellers don't like it, but they may as well face the fact that barring 
another war the buyer will be in the saddle during the foreseeable 
future. Our constantly growing plant capacity means that buyers have 
a wide choice among suppliers, and the latter must make faster de- 
liveries and maintain the stocks to support them. So—we see smaller 
orders, more frequent orders, bigger factory inventories required. 

Already helping to speed hand-to-mouth buying (and a tremendous 
booster in the near future) is the electric computer used as a stock- 
room brain that makes possible low store inventories, and yells “order” 
in plenty of time to keep replenishments rolling from factory to store 
in small lots 

If you are interested in what the computers can do to revolutionize 
marketing practices and analysis, get in touch with Fortune magazine 
in New York (address Mr. Robert Hattersley) and arrange for a show- 
ing of their 28 minute film, “The Computer in Marketing.” It is based 
upon a 9-month study of computers in selling establishments. Prints 
are loaned, gratis, or may be purchased at a nominal cost 


Sell the Upper Half and You'll Sell All? 


A dog-eared clipping turned up in a seldom-worn jacket the other 
day. It had been torn from a piece by James D. Woolf in Advertising 


Age. In it, he criticized the sponsors of trashy TV shows who defend 
the terriblk 


universal 


stuff on the ground that shows and commercials must be 
in their effect; they must please everybody, even down to 
the lowest levels of the mass market. Woolf made the point that 
trashy programs and commercials are not merely in bad taste; he 
maintains thev are also bad business 

When an advertiser captures the favorable attention of the better 
class of American homes he will then capture the whole market be- 
cause people seek to “emulate their betters.” Woolf writes as a mar- 
keting man 

Marketing is probably not one of Walter Lippmann’s major inter- 
ests, but in his celebrated “C.B.S. Reports” interview this Summer he 
confirmed the Woolf argument. Speaking of the qualities a good 
President of the U.S.A. must have, he mentioned second-sight, de- 
cisiveness, a judicial outlook, “and then, of course, he must be arti- 
culate. He must be able to talk in language which not the lowest 
common denominator can understand, but the best—for what you must 


lead in a country are the best of the country, and they will carry it 
down.” 


Sales 


Never Underestimate 
the Inquiry Producing 
Capabilities of Indus- 
try’s No. 1 Publication 


THOMAS 
REGISTER 


You can market your products to the 
American industry that accounts for over 
80% of the total industrial purchasing 
in the U.S. In present 4-volume edition 
13,007 advertisers se// with 48,176 prod- 
uct descriptive advertisements. 

TR has met all the buying needs of 
industry forover 50 years. It is this unique 
habitual (regular) use that accounts for 
such high percentages of sales producing 
inquiries at such a low cost per unit. 

Talk with a TR representative—study 
the facts—you can’t afford to be out of 


THOMAS REGISTER. 
461 EIGHTH AVENUE NEW YORK 1, N.Y. 
OXford 5-0500 


@ 


Also Publishers of: 

INDUSTRIAL 

EQUIPMENT 

NEWS 

Industry's “What's New” 
Monthly 
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The Extra Unit 
Family : an 
exciting new selling 
opportunity 
in Holiday ! 


10 
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There’s a new consumer elite — the Extra 
Unit Buyers. They're the families that buy the 
extra refrigerator, the second car, the sec- 
ond house. And the place to sell these buyers 
is in the pages of Holiday, where you reach 
more than 900,000 families who willingly 
spend above the level of necessity for prod- 
ucts and services that mean better living. 


——————— 


Ww 
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To see what this means in sales opportu- 
nities, look at some figures from a new study 
of the Holiday audience: REFRIGERATORS: 17% 
of Holiday's families own two or more; 29% 
have a separate freezer. AUTOMOBILES: 49.5% 
own two or more; 13.5% own three or more. 
HOMES: 25% own or regularly rent a second 
home. INSURANCE: 68% hold two or more life 


policies. TELEPHONES: 48% have two or more; 
36% have color phones. PHONOGRAPHS: 
36% of the owners have two or more; 18% 
have stereo. TELEVISION: 28% own two or 
more sets. CAMERAS: 64% of the owners have 
two or more; 28% own a movie camera. 
TRAVEL: 74% take two or more pleasure trips 
a year; 44% take two or more business 


trips. Whatever you sell, you'll sell more — 
and more profitably — to Holiday families. 
And Holiday is the perfect setting in which 
to sell them — for it’s the one medium that 
is synonymous with their affluent way of 
life. For all the details of the Extra Unit Study 
of the Holiday audience, phone or write your 
nearest Holiday office. 
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The Ivory Advertising Tower 


It’s such a logical idea that people 
are saying, just as people did when 
they saw the first safety pin, “Why 
lidn’t I think of that?” 

The “idea” headquarters is a 
whited sepulcher of a room in New 
York City’s posh Dorset Hotel and it 
goes under the name of Jack Tinker 
and Partners. It’s such a_ tenuous 
gossamer idea that it is hard to pin 
Reduced to 
moving parts, Jack Tinker 
ind Partners is a new idea in adver- 
Tinker and his (three) partners 
were formerly top creative people in 
the McCann-Erickson ad agency. Now 


: : 
the four comprise a subsidia 


to the floor and dissect 
} 


its Dasic 


t 


tising 


opera 
the agency. Their aim: to 
rtising from new points 
in experimental lab 
le veloping offbeat (and 

t t is of communication 
When McCann-Erickson 
to back the idea it went along with 
linker and partners in their demand 
for a completely free hand. And 
y *, a militant extrovert who 
» be charged with electricity, 
adamant about two things: The 
venture must have offices away from 
the madding crowd—the Dorset isn’t 
even on Madison Avenue—and the 
ices must be without phones. His 
first premise worked. But the phones 
ire ringing just as busily as if the 
group was any old agency. The one 


phone Tinker originally 


dec ided 


allowed, in 
secretary's office, was probably the 
most overworked in New York. One 
the partners was con- 

running to it to make or take 

He is a little sad about this 


1ed out on this un- 


Tinker was a 

i Mc( inn-Erickson His 

are: Don Calhoun, formerly 

creative director of the home office; 
Myron McDonald until recently 
Buick account supervisor in Detroit 
The fourth member of the quartet is 
Dr. Herta Herzog, a doctor of psy- 
chology. Once a violinist with a Vien 
nese orchestra, she has been director 
of creative research and a v-p for the 
She’s 
tional research, often has been bor- 
rowed by the U.S. State Department, 
has lent her efforts in the battle 
Communism in Italy and 


agency an expert in motiva 
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INSPIRATION WITHOUT PRESSURE—Jack Tinker and Partners (I to r, Don Calhoun, 
Dr. Herta Herzog, Myron McDonald and Tinker) cerebrate in their unique hideaway. 


rhe group handles one pi »blem at 
a time tor McCann-Erickson’s clients 
It is able, by its relative isolation and 
by being freed from day-to-day pres- 
sures, to concentrate all its talents on 
problems that need long range plan 
ning. Each member is an expert in 
some phase of advertising. Each can 
contribute his knowledge to the prob 
lem at Consequently, hinks 
Jack Tinker, the group can present 
better, plans than 
could be achieved in more rigid op- 
erations 

As the group formulates ideas, for 
1 specific client or for advertising as 
a tool of marketing, it reports back 
to the agency. The four members of 
the team have been completely freed 
from administrative duties and dead- 
lines. The agency agreed that it 
would not apply pressure to get a 
‘quick decision” on any subject. So 
far the idea has worked. 

Well it might. Certainly four peo 
ple never worked in more attractive 
surroundings. The suite clusters 
around a vast room with 20-foot ceil- 
ing. On one side is a fireplace; on 
inother, a TV set. The third side has 
a bar. The fourth wall holds a round 
conference table, which eliminates 
anyone’s sitting at “the head.” 

The room wall-to-wall 


hand 


more ( ohesive 


is quiet 
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The walls 
are hung with handsome —— 
rary art. Each of the partners has 


own office; each office opens onto a 


carpeting muffles the noise 
1is 


broad terrace with a striking view of 
mid-Manhattan 

The Partners don’t always talk 
about advertising ideas, per se. Some 
times they discuss such thorny prob 
lems as personnel relationships in the 
The 
attempt to cut through died-in-the 
wool thinking about such subjects 
come up with fresh, workable ideas 
for creating better working arrange- 
ments 

McCann-Erickson believes the ven 
ture is the first research and develop 
ment laboratory to be formed by an 
ad agency. Of course many industrial 
corporations have, for years, had 
comparable setups. But agencies are 
notorious for their reluctance to let 
their top personnel launch out in new 
directions, unfettered and, particu- 
larly, out of sight. If the idea works 
for McCann-Erickson, you may ex 
pect a spate of copies by other 
agencies. 

Jack Tinker says he’s the envy of 
all the admen he knows. He even 
thinks the idea could eliminate ulcers 
on Madison Avenue if it grew to siz- 
able proportions. 


big McCann-Erickson agency 


Perils 
of an advertising 
decision maker 


MAYBE THEY WON’T MISS THE MONEY 


Alas, this media man has realized he wasted money. You see he forgot that 
by buying into a mass circulation magazine he paid for a vast extra audience 
he didn’t need or want. Advertising in Hearst Special Interest Magazines elim- 
inates this waste — reaches only prospects, by-passes expensive ‘ 


‘suspects”’. 


HEARST magazines 


13 keys to the special interests of 13 groups of people «+«+* Good Housekeeping 
Popular Mechanics e American Druggist e Town & Country e House Beautiful e Motor e Science Digest 
Motor Boating e« Sports Afield e Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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WHAT YOUR ADVERTISING IN 
BUILDING SUPPLY NEWS DOES FOR YOU: 


BSN is a sales force in itself 
BSN helps keep present customers and develop them 


BSN’s consistent, dynamic use gives your product 
prestige it can't get any other way 


BSN enables your product-story and its benefits to 
penetrate to the very point of sale 


BSN is read by the man who buys in the dealer 
organization and by the men who sell 


BSN is an insurance policy, in all territories, 
to back up salesmen 


BUILD 
SALES 
Now 


with this 
Giant Sales Force 


September 2, 1960 


The difficulty in selling the building supply 
market is this: Most volume dealers are 
just too busy and too pre-occupied with 
business matters to be as receptive as 
your salesman would like. 


That’s why consistent, well-aimed dealer 
advertising is so important. Advertising that 
talks sales, service and profit. In short—gets 
your full story across the way your sales- 
man would if given the time and attention. 


The companies forging ahead in the 
lumber and building material market are 
telling their complete story in the maga- 
zine that rates highest in the respect and 
confidence of these dealers ... BUILDING 
SUPPLY NEWS. BSN reaches more dealer 
establishments; serves them better! Small 
wonder BSN is picked by more advertisers, 
carries more advertising volume than 


any other magazine in the field. And at 
lowest cost! 


ONE OF AMERICA'S GREAT MERCHANDISING PUBLICATIONS 


Building Supply News 


A CAHNERS PUBLICATION, 5 SOUTH WABASH AVENUE, CHICAGO 3 


EMS = = 


| 
| 
| 
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Everywhere peop/e are saying... 


7” Lancaster-Harrisburg-York ~s, 


\ is one TV market when , 


\ ome 


\_ you use WGAL-TV 4 


4 
4 
tt 


a Steam ema 


FRENCH GOVERNMENT TOURIST OFFICE 


WGAL-T 


is favored by viewers in Lancaster-Harrisburg-York, 
plus Gettysburg, Hanover, Lebanon, Chambersburg 


Lewistown, Carlisle, Shamokin, Waynesboro, and many 


ae, ¥ ) tie > artic ¢ 
ssanee ans other communities. Profit-proved for advertisers, this 


“anon > 


- HARRISBURG | multi-city market is important to your selling plans. 


WGAL-TV 
Channels & 


Lancaster, Pa. 
NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres. 


The MEEKER Company, inc New York Chicago « Los Angeles . San Francisco 
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ed 7 SIGNIFICANT TRENDS 
Needed: Wary Eye on Washington 


The utter helplessness with which so many com- 
panies face the growing onslaught of Government 
investigations is one of the biggest chinks in mar- 
keting’s protective armor. Seemingly every day 
one or more companies is caught with its trade 
practices down. Such headlines as “Congress In- 
vestigates Drug Industry” .. . “FTC Hits Three 
for Misleading Advertising” . . . “Grand Jury In- 
dicts Electrical Manufacturers” have become 
commonplace. 


The result? Millions of dollars of good will (and 
sales) lost for the companies involved; corporate 
images twisted beyond recognition; and just plain 
public embarrassment—not to mention the time 
and money lost fighting to salvage the remains. 


Many times such a fiasco could be prevented by a 
working trade practices element within the mar- 
keting structure of a company. If it couldn't pre- 
vent the whole thing, such an element could at 
least soften or deflect a blow from Washington. 
And it's a safe bet that more and more marketers 
will arrive at this very conclusion. 


Here's why. In the first place, the “Federal light- 
ning” comes from many places and takes a variety 
of forms. It can come from the Justice Depart- 
ment; from an army of Congressional committees, 
subcommittees and special committees; or it can 
come from the alphabet agencies —- FTC, FDA, 
ICC, FCC, to name but a few. 


Sometimes this lightning is a well-aimed bolt, as 
it was in the Justice Department's purges of price 
fixing in the drug, electrical equipment, and watch 
industries. Or it may be the “arbitrary” lightning 
bolt—as it is when the FTC invokes the Robinson- 
Patman Act against only one of many offenders in 
at attempt to create an example. 


Or, worse, a company can be hit by a “wandering” 
bolt from a Kefauver or a Roosevelt subcommit- 


tee on a fishing expedition through an industry in 
the hope of finding something amiss. 


Second, marketers are likely to find that the situa- 
tion will get worse before it gets better. Several 
signs point in this direction. 


Much of the Government’s lightning-hurling has 
been nonpartisan in nature. The Justice Depart- 
ment’s campaign against price collusion, for ex- 
ample, transcends party politics. So a change of 
administration would probably have little effect. 


Moreover, even those activities that may have 
partisan roots won't be affected by the November 
election. This is why: To begin with, much of the 
pressure has been coming from Republican-con- 
trolled agencies. A switch to a Democratic ad- 
ministration would hardly cause an easing. 


Then, there is little reason to believe that Republi- 
cans can perform the miracle needed to dislodge 
hostile Democrats from their majority in Congress 
(and hence committee leadership). So there are 
no easing pressures afoot—but there is still plenty 
of the “me-too,” headline-grabbing feeling that 
has turned business purging into something of an 
inter-group competition. 


Present Defenses Are Ineffective 
Third, marketers are realizing that not only is the 
Governmental lightning coming from many places 
and in mny forms at an increasing rate, but they 
are also coming to the conclusion that their tradi- 
tional defenses are largely ineffective. 


Historically, the legal staff has provided the main 
line of defense against attack from Washington. 
But marketers are finding too many drawbacks to 
this arrangement. In the first place, few marketers 
are in constant enough contact with a good trade 
practices attorney. Most companies are too small 
to be able to afford a full-time trade practices at- 
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SIGNIFICANT TRENDS 


(continued) 


torney for the use of the marketing department. 
Whatever legal talent happens to be available 
must also devote a great deal of time to other 
activities: taxes, patents, financing, etc. 


Even in big companies where a trade practices 
counsel may be on the payroll, the communica- 
tions between his office and the director of mar- 
keting often leave something to be desired. 


But more important, it is the special nature of the 
Government attacks that reduces the effectiveness 
of the legal staff. Few attacks are for clear-cut 
violations of specific regulations. Lawyers are 
virtually defenseless against the popular game of 
“defining the law by litigation.” One example of 
this is the FTC’s sometimes arbitrary interpreta- 
tions of the vague Robinson-Patman Act. The 
agency can interpret as it sees fit. It is not bound 
by precedent, and it is correct by definition. Con- 
sequently, no lawyer can ever be sure of the legal- 
ity of any but the most basic marketing acts. 


Legislation by Investigation 

Another favorite pastime that leaves lawyers 
gasping is “legislation by investigation.” This is 
the favorite of the Congressional groups. In such 
cases, corporate practices that are entirely legal 
are investigated. But they are shown to the public 
in the most unfavorable light possible in an at- 
tempt to cause legislation. Similarly, some agen- 
cies are famed for issuing damaging edicts that 
have little to do with legality. Witness last No- 
vember’s fantastic cranberry scare. Again, the 
lawyers could do little but help put out the fire. 


In short, then, even a company that is clean as the 
new snow from a legal standpoint can be hit by 
Washington. Once hit, few come out unhurt. 


It is, therefore, becoming obvious to marketers 
that a new defense is needed. Depending on the 
size and needs of a company, there are several 
things that can be done. But all involve having a 
trade practices watchdog constantly at the elbow 
of the director of marketing. At all times he will 
have one eye on Washington . . . and the other 
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on the marketing department. The watchdog may 
be a legally trained trade practices expert, if the 
company can afford it. If not, the job of watchdog 
might be designated as an extra duty for a director 
of public relations . . . or a head of dealer rela- 
tions . . . or even a committee. It matters little 
who in marketing does the job—if it is done. 


This is the job that the watchdog will do: 


@ He will work with the legal staff, making sure 
that all “gray” areas in the company’s marketing 
practices are called to its attention for a ruling. 


@ He will keep posted on all rumored or actual 
“kicks” that any of the different Federal groups 
might go on. Example: word has it that the FDA 
is about to launch a big drive against marketers 
with short-weighted packages. And the agency 
plans to make public names, brands of violators. 


@ He will watch the trends and be up to date on 
the current philosophies of the Government groups 
to get the feeling of how they would probably 


interpret nebulous regulations. 


@ Once he knows the direction and type of prob- 
able Government activity, he will look for conflicts 
within his own company. In the case of the prob- 
able FDA drive, for example, he would check for 
accidental short weights or under-fillings. He 
might even summon the aid of Government 
weights and measures experts (a company making 
an obvious effort to be right is less likely to be 
hit). He must go deeper than company policy. 
After all, if one salesman gives a “break” to one 
customer, the company is just as guilty of price 
discrimination as if it were a formal policy. 

@ He will know when a company might get hit 
in spite of precautions. One simple example: if a 
few years ago it had been engaged in price fixing 
in sales of goods to the Government. In such 
cases, he must make sure that the legal depart- 
ment is ready to defend. Equally as important: if 
there is any chance of his company’s being hit, he 
must make sure that the public relations group is 
ready to swing into action. Innocent or guilty, the 


company must never appear to the public to have 
been caught with its hand in the cookie jar. 


Victor D. Kniss, Executive Vice President of American Optical Company, sells care and precision. 


“When we tool up for any new product, 
we tool up to advertise it, too.” 


“Care and precision are essential in all our products 
that extend and protect the physical senses of 
man. But even the closest quality control isn't 
enough unless we tell people about it. 

“Take the safety equipment used to ward off 
crippling accidents in industry. Here, quality is 
extremely important. But if we did not support 
our product story with business publication adver- 
tising, we would reach only those prospects our 


yw @ &. 8 


salesmen could call on in person. 

““Care and precision are needed, too, in choosing 
our means of communicating with prospects and 
customers. That’s why business magazines like 
McGraw-Hill’s mean so much to us. They tell our 
story to thousands of production managers, pur- 
chasing agents and safety engineers. Our advertis- 
ing is essential to broader distribution and lower 
selling costs.” 


CAT I 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


MODERN, PROGRESSIVE, INFORMED, SUCCESSFUL... 


That’s Norman J. Wiedersum, partner in the archi- 
tectural-engineering firm of Frederic P. Wiedersum Asso- 
ciates of New York, New Jersey, District of Columbia 
and Florida 


Modern design calls for modern ideas—for men who can 
shape construction plans to the new needs created by 
today’s new way of living, men who can look at more than 
six acres of slums on the lower East side of New York and 
dream them into the kind of housing development that is 
changing the face of the city. or come up with a 
“library-in-the-round” to serve a community's reading 
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needs efficiently in limited space. Men, in short, like Mr. 
Wiedersum, whose firm is responsible for designs for mod- 
ern buildings whose cost totals well over $100,000,000 a year. 


Largest firm in the country in the field of design for 
education, Wiedersum Associates has been responsible for 
many unique structures in a variety of fields, including the 
200-room Roosevelt Raceway Inn; a $4,000,000 country 
club community on 7,300 acres near Lake Wales, Florida; 
Sperry Gyroscope Company's (a Division of Sperry Rand 
Corp.) MacArthur Field Test Station; Long Island's newest 
community swimming pool; new and remodelled bank 


buildings—and numerous modern public elementary and 
high schools in the East 


Men like Norman Wiedersum—the architects, engi- 
neers, owners and contractors whose ideas are transform- 
ing the face of America—have to keep abreast of new 
developments in all phases of construction. These are the 
men who turn each week—as part of their jobs—to Engi- 
neering News-Record for the latest news and information 
on the materials, machinery, money and manpower they 
need in their work. These are the men you sell when you 
advertise in Engineering News-Record 


Read weekly by all the men who HAVE YOU SEEN 


EN®'s NEW Fie 


wear construction's hard hat: UNDER THE HARD HAT? 


iF NOT, ASK AN 
ENR REPRESENTATIVE 


FOR A SHOWING. ALL 


Engineers ? Architects YOUR SALES ANO 


ADVERTICOING MEN WILL 


Contractors - Owners FIND IT INTERESTING 


AND INFORMATIVE 


ENGINEERING 
NEWS-RECORD 22°" 
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A MCGRAW -h 


PUBLICATION 


Garry 
Moore 


a 
Moore fun. That's 


ust what happens every 
Monday-through-Friday when Garry and 
Durward Kirby blend their special brand 
of informality and wit. Millions of listeners 
find Garry Moore immediately and im- 
mensely likable. No wonder sponsors find 
any friend of Garry's is a friend of theirs! 
In all radio Garry Moore is the kind of 


company you kee 


Only 
onCBS 
Radio 
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AGENCY FOR CO-OP ONLY 


New York—All too often, co-operative 
advertising is the Cinderella of mar- 
keting. Although its budget may 
equal that for national ads, co-op is 
administered from a corporate chim 
nevy-corner, far from the glittering 
swirl of a professional agency 

In an effort to capitalize on this 
lack, as well as on the fact that co op 
is getting more complicated to ad 
minister, co-op expert Lester Krug 
man has formed Cooperative Adver 
tising Specialists, reported to be the 
first advertising agency devoted 
strictly to co-op. The agency is offer 
ing clients, among more traditional 
a “knowledge of the Fed 
eral regulations governing co-op.” 


tunctions, 


MORE SALESMEN NEEDED 


New York—The manpower problems 
common to marketers of products are 
just as real in selling radio time. Some 
7,000 new salesmen will have to be 
found by the nation’s radio stations in 
the next ten vears. More than 30% of 
them will be hired away from market 
other 
than radio), if the present trend cor 

tines. 

Radio has soared from 2,000 sales 
men in 1946 to about 11,000 today, 
according to new figures from the 
Radio Advertising Bureau. Its 1,200 
member stations have pooled their 
figures to reveal that while 53% of 
their “best local radio salesmen” came 
up as time sellers, a big 31% started 
off selling products or services—and 
16% hadn't sold at all 


ers of products and services 


FROM SOUP TO NUTS 


Kansas City, Mo.—The Vendo Co. will 
introduce a new automatic machine 
this fall that will sell anything from 
orchid corsages to beef stew. The ma- 
chine’s unique feature is that it will 
handle merchandise in a temperature 
range of around zero to 155 degrees 
Fahrenheit 


TOP INDUSTRIAL ADS 


New York—Industrial marketing execs 
are proudest of business-magazine ads 
that are straight, hard-selling, and to- 
the-point. These qualities are domi 
nant in a new collection of 80 selected 
industrial ads now being published by 
the Association of Industrial Adver- 
tisers. Each ad in the collection is the 
choice of an individual business-maga- 


September 2, 1960 


zine advertiser, as representative of 
the best his company has created. 
The selection is being published in 
two parts, the first of which is now 
available (free to members, $5 per set 
to non-members) 


COLOR-CODED PRICES 


Pittsburgh — Color-coded, _ pre-priced 
merchandise and price charts provide 
the solution to an old problem facing 
the Screw & Bolt Corporation of 
America: how to turn a nuisance item 
into a profitable one. In the past, a 
confusing array of as many as 53 dif- 
ferent sizes of bolts confronted cus- 
tomers and clerks trying to price the 
items. Screw & Bolt has now sepa 
rated them into eight price groups, 
and color coded them with eight dif 
ferent colors for quick-as-a-glance 
pricing. A large alec chart 
on a self-service merchandiser and a 
smaller chart for clerks at the check 
out counter aid in the quick conclu 
sion of the sale 

Remaining problem: What to do 
about color-blind clerks and custom 


ers? 


OVERSEAS EXHIBIT 


Washington, D. C.—American busi 
ness interests haven't been overlook- 
ing potential markets available to 
them through official U.S 
exhibits. More than 750 American 
companies will eye in the ex 
hibits scheduled this fall and next 
vear. Based on attendance at previous 
exhibits, about 4,250,000 spectators 

and potential customers—are expected 
to attend 


overseas 


The Survey Says* 


»n the MOVE 


THE SOFT SELL 


Trenton, N. J.—By selling concepts 
rather than its own products, a manu- 
facturer of lead-acid batteries brings 
in new customers. The selling is done 
by the Gould National Batteries, Inc., 
Caravan, a traveling classroom that 
gives 2% hour technical demonstra- 
tions and discussions on the function 
of lead-acid batteries in general (not 
Gould in particular) to engineers in 
industrial companies, public utilities 
engineering firms, 
government 


telephone com- 


panies and agencies 
Throughout the past three years, over 
from 157 different 
firms have attended the demonstra 
tions which cost Gould about $16,000 


a yea! 


1750 engineers 


SELLING TO FARMS 


Chicago—Less than 10% of the ma: 
keters that advertise in farm publica 
tions accounted for 75% of the $27.3 
million invested in farm publications 
in the first half of 1960. The top 200 
of the 2,187 farm advertisers spent 
$20.3 million in 36 farm publications 
wccording to Farm Publication Re 
ports, Inc 

The top five farm advertisers: Ford 
Motor, General Motors, International 
Harvester 
Masse v-Fe rguson 


American Cvanamid, and 


BUILDING FUTURE SALES 


Cleveland Republic Steel Corp has 
distributed over 250,000 paper-backed 
booklets on tube bending to trade 
schools throughout the country in its 
effort to sell tomorrow's electrical 
conduit market today. Used as stand- 
ard texts in vocational and 
technical schools over the past dec 
ade, the 32-page booklet has helped 
train boys in the 15 to 18 year bracket 
Republic holds that 
electricians-to-be become 
electricians-in-fact, theyll be _pre- 
sold on the materials they used in 
training 


many 


as_ electricians 
when the 


NEW TOYS FOR INDUSTRY 


Cincinnati, Ohio—For years the Merry 
Manufacturing Co. has been making 
miniature replicas of virtually every 
type of major packaged product on 
the consumer market. They were used 
as parts of the company’s toy prod- 
ucts—play grocery stores, play kitch- 
ens, etc. The items were, incident- 


allv, ideally 


suited for use as sales- 


mans samples, displays, premiums 
and giveaways. This “incidental” side- 
line apparently proved to be so profit 
able that the company has created a 
new department, Miniature Brands 
Division, just to handle production of 
custom-made miniatures for business 
and industry 


Why are Laundries 
selling shirts? 


NATURAL SALES OUTLET 


New York—Registered Shirt Laundr\ 
Association is the author of one of 
those ideas that are so simple one 


can't understand how they were never 
thought of before. The Association is 
now using laundries as sales outlets 
for shirts. The idea was sparked by 
the American Institute of Laundering 
statistic — “80% of men’s clothing is 
purchased by women, and 85% of 
laundry customers are also women.” 

The Association distributes to 1,000 
laundries across the nation. To insure 
the good will of the laundries, it pro 
vides a special guarantee. The shirts 
with the date of purchase stamped on 
the tails, are guaranteed for one vear 

providing the customer has them 
cleaned at the laundry 
were purchased 


where thes 


HOW MANY EXPOSURES 


Los Angeles—White King Soap Co 
wants to know how many people will 
pass its outdoor posters in one week 
The company is offering $100 cash 
prizes to employees of retail grocers 
who come closest to guessing the cor- 
rect number. The posters are being 
used in six western states during 
1960, where statistics show that 
93.6% of all people read outdoor ad- 
vertising. Winners will be decided by 
a one-week traffic audit. 
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IN 
PERSON 


In Person gives sponsors the oppor- 
tunity to put their best foot forward 
with millions of interested listeners. 
This entertaining new program 
presents all kinds of people in the 
news—in person. Well-known fig- 
ures and unknowns, cosmic and 
comic personalities, people from 
all walks of life. CBS Newsman 
Ron Cochran keeps things moving 
with precision and wit. Inall radio, 
In Person is the kind of company 


you keep ONLY 
ON CBS 
RADIO 
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The Superior Tube Company marketing team 


“Business papers lead 


Syoeir Jude 
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‘The company known as “The big name in small tubing’’ has earned this reputa- 
tion in the short space of 26 years. Superior Tube Company, Norristown, Pa., 
started in business in 1934, manufacturing needle tubing and cathodes for vacuum 
tubes. Its marketing and selling techniques were relatively simple. Today, with 10 
major markets for its greatly expanded product line, Superior Tube’s complex 
marketing strategy is mapped by a 4-man team. A total of 19 business publica- 
tions, carefully screened for specific market coverage and quality inquiry produc- 
tion, are on the company’s advertising schedule. Markets include electronics, 
instrument, transportation, machinery, electrical, fabricated metal products, mis- 
cellaneous manufacturing, ordnance, primary metals and chemical. Excerpts from 
a recent Chilton interview with the Superior Tube Company marketing team are 
presented on the next page. 
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talks to Chilton... 


the technical explosion” 


Henry B. Brown, Jr., General 

Manager of Sales: ‘‘We analyze 

and select each business magazine on 

our schedule by its SIC coverage because 

our marketing plans are based on this 

type of market breakdown. Other con- 

siderations are the historical pattern of 

our sales in a given market, market fore- 

casts by business papers, the quantity 

and quality of inquiries produced by the 

magazine and current interest exhibited 

Paul E. Kelly, Vice President and in the magazine's market by other 
Treasurer: ‘The only way we can industries.”’ 
cover the tremendous number of sales 
outlets which we must reach is by adver- 
tising regularly in business magazines 
To introduce a new product in any other Donald W. Titlow, Director of 
Marketing Services and Adver- 
tising: ° 


way would be extremely costly and would 
take months to accomplish. Without a ‘The sales inquiries we receive as 


joubt, business papers are the leading a result of business paper advertising are 


disseminators of technical information in helpful in checking out the exact applica- 


every one of our markets.” tions for new products. We often ques- 


The 18 business magazines published by Chilton Company have earned 
the respect of more than 600,000 subscribers through their editorial 
excellence and quality-controlled circulation. These outstanding publi- 
cations now offer you marketing, advertising, selling and research help 
through Chilton’s Marketing Assistance Program (M-A-P). The specific 
marketing aids available through each publication are described in 


detail in a new 44-page booklet, “A Guide to Chilton’s M-A-P.” 
Write for a copy today. 


tionnaire everyone who inquires about a 
product to learn its potential by market, 
applications and even companies. This 
information is valuable to us, our own 
salesmen and our distributor salesmen.”’ 


William S. Butler, Assistant Man- 

ager of Advertising: ‘Business pa- 
pers lead the technical explosion. Without 
them, we would probably still be experi- 
encing the creeping technological ad- 
vances typical of a few decades ago 
Through the business press, people learn 
about developments overnight, and they 
are spread throughout industry immedi- 
ately. One of our field specialists tells us 
he has never called on a company that 
hasn't heard of Superior Tube. It has to 
be business papers that are keeping our 
name well known nationally."’ 


CHILTON PUBLICATIONS 


Chilton Company, Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 


Aircraft & Missiles + Automotive Industries + Boot & Shoe Recorder - 


GaP 


Butane-Propane News + Commercial Car Journal + Department Store Economist 
Distribution Age + Electronic Industries + Food Engineering »- Gas + Hardware Age + Hardware World 


« The Iron Age + Jewelers’ Circular- Keystone 


Motor Age + Optical Journal + Product Design & Development » The Spectator + Chilton Research Services + Business, Technical and Educational Books 
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Product Design & Development’s M-A-P 
offers you the only 


MONTHLY ANALYSIS 


of design engineers’ product interests 


Imagine knowing exactly what products design engineers want to buy 
from one month to the next. 

Think what it could mean to your salesmen . . . marketing team... 
production heads . . . advertising people to have a statistical breakdown 
of the design engineer’s product needs. This breakdown is available by 
product classification and by the geographic location of these design 
engineers. Further analysis can reveal a breakdown by type of industry. 

Every month more than 10,000 of these men confirm their product 
interests by writing to PD&D. They usually want additional information 
on five or more separate products. 

This up-to-the-minute product interest guide is “stored” in Univac 
and is available to you through PD&D’s M-A-P—the most comprehensive 
Marketing Assistance Program ever developed to help you sell the design 
engineer. 

Inquiry analysis is only one of the M-A-P tools you can put to work 
immediately. By its very nature, PD&D is a valuable, low-cost marketing 
aid. Because it blankets the design engineering and research and develop- 
ment functions throughout the entire OEM, you can search for new 
markets and test product potentials while you sell with your advertisement 
in PD&D. Case histories on advertisers and readers, product research 
studies, direct-mail help, reprint service, and merchandising aids are 
all part of the M-A-P package. 

Combined with the editorial excellence and quality-controlled circula- 
tion of Product Design & Development, M-A-P is today’s most dynamic 
key to selling the men who are creating tomorrow's products. Talk to 
your PD&D representative now. 


Chilton 


Chestnut and 56th Streets + Philadelphia 39, Pa. 
Telephone: SHerwood 8-2000 


PRODUCT DESIGN & DEVELOPMENT 
has a national circulation of over 45,000 
product designers. It serves the design 
engineering and R&D functions in virtually 
every industry. Published monthly, PD&D's 
only editorial content is descriptions of new 
or improved materials, component parts 
and R&D equipment. It regularly produces 
over 60,000 sales leads per issue. 


DESIGN & DEVELOPMENT 
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SETTING THE STAGE FOR SALES. CCA's Display Division applies its 
integrated forces of imaginative structural and graphic design, color 

and market research to displays that give your product an extra dimension 
at point-of-sale. Dominating three-dimensional spectaculars, display- 
shippers, counter displays, shelf extenders and paperboard premiums are 
among these sales-producing aids. To pack it—move it— 

sell it is the business of CCA packaging. 


CONTAINER CORPORATION OF AMERICA (cc) 


Chicago 3... and all key marketing areas 


Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products, Point-of-Purchase Displays, Paperboard 


-S4 LETTERS TO THE EDITORS 


eleventh mistake? 


Apparently Don Scott [“Hiring or 
Keeping the Wrong People,” SM, July 
1} and the editors of Sales Manage- 
ment think they have only male read- 
eTs . 

Mr. Scott asks if management per- 
haps is prejudiced against hiring more 
women in selling. It seems that per- 
haps Mr. Scott is a little prejudiced 
himself, plus being mighty smug and 
superior about his manhood. At least, 
he illustrates well his point that women 
are more diplomatic than men! 

To Mr. Scott I say, thanks for the 
bouquets, but I'll take mine in my 
paycheck. After stating that women 
“have it all over the boys,” you then 
have the effrontery to whisper that “if 
you bargain, you can get them for 
about one-half of what you would pay 
the same caliber man.” 

For shame, Mr. Scott! Aren't you 
even enough of a gentleman, after ad- 
mitting the ladies’ abilities, to suggest 
—even timidly—to management that 
they offer equal pay to qualified 
women? In telling management 
how to keep the right people in the 
job, I should think this idea might just 
have occurred to you 


Veuma A. ADAMS 


Brooklyn N y 


& The entire series on “The 10 Big- 
gest Mistakes Executives Make,” by 
Don Scott, is now available as a 28- 
page booklet, priced at $2.00. For 
copies write: Readers’ Service Bureau, 
Sales Management, 630 Third Ave., 
New York 17, N.Y 


mutual compliments 


1 was immediately interested in 
your comment in the July 15 issue on 
“Britannia in the Market Place.” 
Though I am sure this is intended as 
a warning to American manufacturers 
to watch out for competition from our 
companies over here, I feel that it 
could not have been more pleasantly 
worded 


Would you mind if I reprinted it in 


TACK? 
Joun ANSTEY 
Editor 


TACK magazine 
London, England 


needed: a spokesman 


Many articles have been written 
about the cost of sales calls per sales- 
man. Recently, I understand, an ar- 
ticle appeared from the purchasing 
agent's point of view, indicating the 


amount of time that was consumed by 
salesmen during their calls. 

I am wondering if anyone has taken 
the time to put forward the salesman’s 
point of view as to how his time is 
dissipated by unnecessary waiting—in 
many instances despite a firm appoint- 
ment 


C. FE. Brrzern 


Vice President, Sales 
Anderson Electric Corp 
Birmingham, Ala 


& Readers: Any thoughts on this? 


548 new advertisers . . 


We have read with much interest 
the feature titled “547 New Adver- 
tisers Go National” [SM, July 15) 

May we call to your attention an- 
other—that makes it 548. 

Beginning August 15, Western Tab- 
let & Stationary Corp. will become a 
sponsor of the “American Bandstand” 
on ABC-TV to the tune of approxi- 
mately $186,000—marking WT&S’ first 
move into television advertising, and 
the first network television for any 


manufacturer of paper school sup- 
plies. . 


Bert BremMson 


Vice President 
Bozell & Jacobs, Inc 
Kansas City. Mo 


where's the spoof? 


Just noticed in the July 15 issue of 
SM [Notes from the Editor's Side 
Pocket] your comments on the record 
entitled: “The Button-Down Mind of 
Bob Newhart,” and would appreciate 
receiving information as to where | 
can get a copy of the record 


Jack R. Dauner 


Executive Director 
Sales Executives Assn. of St. Louis 


You have recommended the 
purchase of a record known as “The 
Button-Down Mind of Bob Newhart.” 
I would greatly appreciate your ad- 
vice as to where this may be pur- 
chased 


M. C. JounstTon 


Asst. Sales Manager 

Paint Division 

Canadian Pittsburgh Industries Ltd 
Long Branch, Ont., Canada 


& The Newhart spoof of Madison 
Avenue and sales executives is put 
out by Warner Bros. and should be 
available at any record dealers’. 
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A bird in the hand 
is still worth 
you-know-what 


... it still costs less to keep a cus- 
tomer so/d than to sell a new one. 

Let us show you how to keep 
your customers sold—how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlias 8-9315. Dept. S-4. 


remium 
ervice Co. Inc. 


Founded 1897 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 
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The 100 leading 


, general advertisers 


in newspapers 


Total U. S. Spentin News % 
Expenditure N.Y. News in N.Y. 


$38,622,558 $521,580 17.4 


Total U. S. Spentin News % 
Expenditure WY. News in WY. 


1 General Motors Corp. 3,388,216 63,541 23.5 


x 29 Standard Brands, Inc. 
2 Ford Motor Co. 


19,679,542 


3 Chrysler Corp. 
4 General Foods Corp. 


9 Distillers Corp.— 
Seagram’s, Ltd. 


6 American Tobacco Co. 
7 American Motors Corp. 
8 R. J. Reynolds Tobacco Co. 


§ National Distillers 
& Chemical Corp. 


x 10 General Electric Co. 


xx 11 Schenley Industries, Inc. 
xx 12 Colgate-Palmolive Co. 
xx 13 General Mills, Inc. 

xx 14 Lever Bros. Co. 

xx 15 P. Lorillard Co. 


xx 16 National Dairy 
Products Corp. 


xx 17 Procter & Gamble Co. 
xx 18 Pillsbury Co. 

xx 19 Philip Morris, Inc. 
xx 20 Campbell Soup Co. 


x 21 Eastern Air Lines, Inc. 
xx 22 Quaker Oats Co. 

xx 23 AmericanHomeProd.Corp. 
xx 24 Kellogg Co. 

xx 25 Borden Co. 


xx 26 Studebaker-PackardCorp. 
x 27 Trans World Airlines, Inc. 


xx 28 Hiram Walker-Gooderham 
& Worts, Ltd. 


18,095,839 
13,738,272 


11,373,763 


9,257,883 
8,507,433 
8,192,351 


8,069,376 
7,591,773 


7,549,830 
7,300,542 
7,064,547 
6,876,767 
6,779,442 


6,545,894 
6,249,563 
5,305,357 
4,998,560 
4,906,207 


4,294 856 
4,060,609 
3,967,967 
3,927,363 
3,799,166 


3,743,778 
3,635,011 


. 3,445,156 


392,200 26.0 
329,700 21.4 
809,629 63.5 


757,192 36.9 


306,556 30.1 
136,948 28.9 
175,550 27.4 


144,812 24.5 
246,518 34.2 


229,263 26.2 
374,068 50.8 
346,943 64.8 
292,928 §2.7 
243,678 23.3 


442,255 63.7 
343,517 56.0 
50,222 34.8 
359,661 34.2 
368,185 65.5 


209,239 16.4 
239,718 80.8 
194,044 62.7 
244,376 68.8 
153,616 42.4 


72,392 24.0 
204,408 21.7 


190,521 32.3 


x 30 American Airlines, Inc. 


xx 31 Liggett&MyersTobaccoCo. 
x 32 Standard Oil Co. (indiana) 
xx 33 Pepsi-Cola Co. 

xx 34 Goodyear Tire&RubberCo. 
x 35 Doubleday & Co., Inc. 


36 Carnation Co. 
xx 37 Swift & Co. 
x 38 Socony Mobil Oil Co., Inc. 
ax 39 H. J. Heinz Co. 
x 40 Shell Oil Co. 


xx 41 National Biscuit Co. 


x 42 Pan American 
World Airways 


xx 43 Florida Citrus Commission 
x 44 Curtis Publishing Co. 


xx 45 Steel Companies 
Coordinating Committee 


x 46 Rexall Drug Co. 
x 47 Brown-Forman 

Distillers Corp. 
xx 48 Westinghouse Elec. Corp. 
xx 49 Liebmann Breweries, Inc. 
xx 50 ContinentalBakingCo., Inc. 


xx 51 Standard Oil Co. (NJ.) 
x 52 Delta Air Lines, Inc. 
53 Phillips Petroleum Co. 


x 54 Columbia Broadcasting 
System, Inc. 


55 Standard Oil Co. of Cal. 
x 56 National Airlines, Inc. 


3,302,266 


3,262,609 
3,252,097 
3,222,211 
3,207,669 
3,055,069 


2,987,661 — 


2,919,317 
2,850,711 
2,843,715 
2,566,606 


2,500,723 
2,488,295 
2,452.65 
2.442.550 
2,405,469 
2,337,297 
2,268,221 
2.212.259 


2,210,468 
2,208,705 


2,175,411 
2,154,953 
2,145,939 


2,127,269 
2,087,706 


2,083,415 


148,299 20.1 


112,078 22.6 
32,277 27.0 
107,193 49.1 
127,206 64.5 
52,275 11.0 


174,910 70.3 
74,532 21.2 
163,687 54.3 
35,270 29.3 


119,716 75.8 
63,649 7.7 
145,715 $1.2 
27,347 3.9 
534,420 19.6 

5,296 5.0 
44,457 37.4 
39,274 47.2 


460,528 28.3 
95,000 97.1 


49,197 32.9 
59,534 17.2 


30,278 12.8 


121,662 20.2 


In New York, in 1959: 
98 ran in New York City newspapers 
x95 used the New York News, 
xx62 spent more in The News than in any 


other New York City newspaper 


These leading advertisers are 
among the largest corporations in 
this country. All of them have able 
advertising agencies and marketing 
departments. All of them base their 
selling and advertising programs on 
the fullest information, and their 
own experience records. 

Of the hundred, ninety - eight 
advertise in New York newspapers, 
and ninety-five use The News. Sixty- 
two of the ninety-five spend more 


money in The News than in any 
other New York newspaper. And 
they do it year after year! 


"There is no substitute in New 
York for the coverage, the quality 
audience, regularity of readership, 
the reader impact, all-over influence 
of The News—and its low, low cost 
per thousand of $1.90! And no other 
medium today delivers more sell for 
the money! 


THE NEWS, New York’s Picture Newspaper 


with more than twice the circulation, daily and Sunday, of any other newspaper in America 


xx 57 Brown & Williamson 
Tobacco Corp. 


xx 58 Sterling Drug, Inc. 
xx 59 Gillette Co. 
x 60 Eastman Kodak Co. 


xx 61 ConsolidatedCigarSales,|nc. 
xx 62 FirestoneTire&RubberCo. 


x 63 United Air Lines, Inc. 
xx 64 American Dairy Assn. 
xx 65 Prudential Insurance Co. 


xx 66 Sun Oil Co. 
xx 67 Derby Foods, Inc. 


xx 68 Helene Curtis Indus., Inc. 


xx 69 Warner-Lambert 


Pharmaceutical Co., Inc. 


xx 70 Zenith Radio Corp. 


x 71 E. 1. Du Pont De Nemours 
& Co., Inc. 


x 72 Helena Rubenstein, Inc. 
xx 73 B. F. Goodrich Co. 
x 74 Radio Corp. of America 
xx 75 General Cigar Co. 


xx 76 Libby, McNeill & Libby 
x 77 Heublein, Inc. 
xx 78 Simoniz Co. 


Total U.S. 


Spentin §=News % 


Expenditure N.Y. News in N.Y. 


2,063,356 
2,017,570 
1,977,553 
1,965,392 


1,961,160 
1,954,355 
1,924,971 
1,923,548 
1,913,440 


1,892,928 
1,886,115 
1,874,654 


1,817,364 
1,807,925 


1,806,412 
1,759,850 
1,758,200 
1,748,709 
1,746,957 
1,720,453 
1,716,558 
1,686,887 


45,001 27.0 
128,453 59.4 
100,089 53.8 
85,376 28.7 


161,708 56.2 
178.132 67.5 
78,136 18.5 
76,712 76.6 
89,975 56.5 


63,190 32.4 
146,608 53.9 
63,601 53.1 


62,885 51.8 
45,034 33.8 


47,340 10.9 
32,190 45.3 
45,187 62.8 
151,732 23.4 
124,516 35.8 


118,655 61.4 
88,993 30.3 
136,500 80.5 


xx 79 Miles Laboratories, Inc. 
x 80 Reader’s Digest Assn., Inc. 


xx 81 Star-Kist Foods, Inc. 
x 82 Time, Inc. 

xx 83 Armour & Co. 
xx 84 Minute Maid Corp............. 
xx 85 Green Giant Co... 


xx 86 Corn Products Company... 
x 87 Wm. Wrigley Jr. Co. 

x 88 Renfield Importers, Ltd. 
x 89 Anheuser-Busch, Inc. 

x 90 Institute of Life Insurance 


xx 91 New York Life Insurance 


x $2 United Steel Workers 
of America.................... 


xx 93 Bristol-Myers Co... 
xx 94 Greyhound Corp................. 


x 96 Whirlpool Corporation... 
xx 97 Nestle Co., Inc. 
98 Continental Air Lines, Inc. 
99 GlenmoreDistillersCo., Inc. 
xx100 Plough, Inc... 


TOTAL 


Total U. S. 


Spentin News % 


Expenditure W.Y.News in N.Y. 


1,636,860 
1,631,430 


. 1,595,339 
woe 1,594,441 
. 1,544,650 


1,530,796 
1,496,288 


1,459,015 
1,444,073 
1,427,432 
1,374,218 
1,365,083 


1,364,095 
1,359,524 
1,343,395 


1,332,863 
1,315,878 


1,314,286 


. 1,309,016 


1,301,893 
1,300,905 


.. 1,263,772 


27,868 47.2 
80,880 24.7 


122,593 72.0 
24,712 2.9 
42,482 712.5 
93,926 75.0 
68,023 59.3 


78,011 47.1 
15,613 18.2 
38,909 14.4 
2,158 4.9 
21,064 17.1 


75,650 55.4 


8,669 5.2 
102,992 81.1 
73,297 28.4 
203,662 45.6 


97,992 36.3 
75,612 48.8 


104,986 69.0 
$382,968,606 $14,176,172 33.3 
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Sales Management 


BY HARRY WOODWARD 


Teamwork’s the Key . . . 


That’s the slogan of Harold S. 
Bechert, newly appointed v-p of sales 
at North American Van Lines, Fort 
Wayne, Ind. He'll soon be stressing 
this theme as the company moves 
into the next phase of its year-old 
sales training program. Bechert, along 
with North American's president 
James D. Edgett, will hold a one- 
week meeting with zone and regional 
managers in September. The purpose: 
education in the fields of product 
knowledge, supervision, relations and 
responsibility. They'll follow that up 
with nine, one-day regional meetings, 
and Bechert will have a chance to 
express his ideas to the more than 
1,000 agents throughout the country 
Basically a relaxed man with an out- 
going personality, and the father of 
two teen-agers, Bechert has only two 
pet peeves: what he calls the “half- 
salesman,” the unaggressive man who 
takes orders and doesn’t try to “sell,” 
and the “grandstander,” the man who 
can't learn to work as a member of the 
team. Teamwork probably began to 
be important to him in 1945 when 
he joined Remington Rand as man- 
ager of displays and exhibits—an area 
where cooperation is an indispensable 
element. Since he came to North 
American in 1955, he’s been im 
pressed with the spirit of teamwork 
prevailing there. He feels that this one 
factor has had much to do with the 
company’s sales growth from $7.5 
million in "50 to $38.5 million in '59 


Sylvania’s Marketing Man: Photobulbs Lit the Way 


George C. Connor (“friendly effe 


tive, extrovert,” is the way an asso 
ciate characterizes him) is a triple 
threat man: In his day he’s been a 
plant manager (for Brunswick-Balke 
Collender Co.), a service manager 
(for RCA) and a salesman-extra- 
ordinary. He's just been named senior 
v-p—marketing for Sylvania Electric 
Products Inc., with responsibility for 
the company’s marketing activities in 
broad lines of lighting, radio-TV, elec- 
tronics, photography, chemistry and 
metallurgy. Last year Sylvania topped 
$454 million in sales: When George 
Connor joined the company 26 years 
ago Sylvania was a mere David, tilt- 
ing at Goliaths. Says he: “We grew 
together.” For the past year he’s been 
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regional sales V-p. Previously he was 
v-p—photolamp sales of Sylvania’s 
Lighting Products Division. No small 
part of the credit for Sylvania’s re 
ported capture of 50% of the photo 
flash bulb market goes to this big 
(over six feet), striking man. A 
former director of the National Assn 
of Photographic Manufacturers, form 
er president of Photographic Manu- 
facturers and Distributors Assn., pho 
tography is also one of his hobbies 
(The other: swimming.) He was born 
in Washington State, attended the 
University of Wisconsin. He joined 
Sylvania as a field engineer. Within a 
year he was addressing service meet- 
ings! A widower, he lives in Larch- 


mont, N.Y. 


when vourre SELLING CARS-rememeer 


The Chicagoans with more money 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News has been a consistent leader in new passenger higher than Metropolitan Chicago as a whole. The Daily News median 
car advertising for many years. Why? Because the Daily News is read by adult reader also spends at least 35% more time with his paper than 
the families who buy new cars—whose median income is $1070 a year readers of the other Chicago dailies. 


where things are happening to keep 
business good...and make it better! 


This year, Tacoma replaces Phoenix 
in Pacific Coast League baseball. Re- 
sults? Tacoma has a new $1 million 
ball park, a new $250,000 payroll — 
and led all PCL cities in 1960 advance 
season ticket sales! Things are hap- 
pening in Tacoma—to keep business 
good and make it better. 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer-Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 
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Marketing s 


Stake 
in the 
Political 
Campaign 


More than ever before, all marketing has a tremendous stake riding on a presidential 


election. The two political parties have made a record number of campaign promises. 


Their platforms pinpoint party positions on key marketing issues: on inflation and 


pricing, protecting the consumer, small vs. big business, world trade, Federal welfare 


programs. Here is what could happen if the Democrats win, or if the Republicans keep 


the White House. Here’s what it all means to the marketing exec. 


he two major political parties have promised the voters 

of the nation a record number of solutions to their 
many problems. Deeply involved in the proposed solutions 
are several key marketing issues. The outcome of the 
political campaign may well be felt in many phases of 
marketing. It could precipitate changes in marketing poli 
cies as well as in selling practices 

Chere is a marked contrast in the methods that the two 
parties advance to solve the problems of inflation, of pro- 
tecting the consumer, helping the small businessman, pro- 
moting world trade, running, the country on a sound fiscal 
basis, and of improving the general public welfare. 


The contrast in their methods is emphasized in their 


approach to the key marketing issues. Today, more than 
ever before, political do-good promises hit right at the 
heart of selling. They stand to influence what you sell, 
how much vou charge for it, how you advertise it, what 
kind of label vou put on it, through what channels you 
distribute it, and—ultimately—whether vou can continue 
to market your product at a profit. 

While no one except the politically naive believes that 
either party can possibly deliver everything promised in 
its platform, these quadrennial documents are still of 
considerable significance. Each reflects the thinking of 
the majority of the party and the objectives of its leaders 
Most campaign pledges will be based on the planks in 
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Marketing’s 
Stake in the 
Political 
Campaign 


continued 


1 picture if the kind of 


have unless opposing views are 
ail 

tt be completely carried awa\ bi 
party, since a platform is primarils 


a pl esidential candidate 


oters for 
. 


193 


doctrines: vet. it was rapidly repudi 


Democrat platform expounded 


nditions which prevailed after the in 
resident Roosevelt in March 1933. Onh 
mately supported by the winning presi 


in his State of the Union or Bud 


cet 
is his Economic Re ports over the next 
basic thinking f his par 


| 
impression that 

momic ills. It proposes 
grams. Democratic spokesmen 
gw uld increase employ ment 
il, and so stimulate industr 
reduce taxes Their opponents 

marketers in further 


mtrols and ration 


is “the most creative 
the world has 


ssible to unprove 


t 


vernment regu 


pl ductivity o ir tree economy However, the 
icans in d ! with marketing apparenth have 
nfidence i vorkings of a free economy and 


sug¢g i , I ( wt al embodied Ith 


REPUBLICAN candidates are running on a broad platform 
phrased in terms that would lead a marketer to conclude 
that its to promote both small and big business 
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Unlike the Democrats, the Republic ans have not been 
as specific in their proposals. The general tenor of their 
platform is somewhat more conservative, yet it is sus 
ceptible to liberal interpretations in many places if the 
Partv chooses to do so. 

While the Democratic platform spells out aims, at 
least some of which mav be questionable from a market- 
ing point of view, the Republican platform provides 
those who seek election with more latitude in achieving 
the broad goals which have been set forth by the plat 
form itself. There is little question that the Democratic 
platform, if put fully into action, could have a restrictive 
influence on many aspects of marketing. The Republican 
platform is phrased in terms that would lead a marketer 
to conclude that its aims are to promote business both 
large and small, though it leaves the door open to regu 
latorv legislation 

That is the situation in this exciting election vear. Here 
are the kev marketing issues and what each party plans 
to do about them 


Inflation and Prices 


The positions of the twe parties on this vital problem 
ire sStimm zed lS follows 

DEMOCRAT: The Democrats would control in- 

lation by such remedies as proper application 

of monetary and credit policies plus action to 

restrain “administered price” increases in in- 

dustries “where economic power rests in the 


hands of a few. 


REPUBLICAN: The Republicans simply call 
for “full powers of Government” to prevent de- 
pression and inflation. 


Comment: Experts on inflation generally agree that 
Government monetary, credit, and budgetary measures 
ither than anv actions bv individual firms, influence the 
general price level. These views are supported by devel 
opments that have occurred in other countries. In Great 
Britain, for example, inflation has been curbed, and the 
prevailing level of interest rates is far higher than in 
the United States 

The Democratic platform attempts to attribute infla 
m to so-called administered price increases. Adminis 
tered prices have been the subject of extensive hearings for 
ilmost three vears by Senator Estes Kefauver’s (D-Tenn 
Judiciary Subcommittee on Antitrust and Monopoly. Yet 
in spite of these exhaustive hearings, there still is no 
yund indication price changes in the drug, or auto 

steel industries are the cause of inflation 

The term “administered prices dates back to 1935 
It was first developed by Dr. Gardiner C. Means in a 
tudy entitled “Industrial Prices and Their Relative In 
Document No. 13). He said: “ an 


a price set bv someone, usually a 


flexibilit 
idministes 
producer w seller, and ke pt constant for a period of time 
ind for a series of transactions. The opposite of an ad 
ministered price is a market price, a price that fluctuates 
on the basis of supply and demand as these forces are 
felt in the market 

It is interesting to note that Dr. Means was explicit in 
‘tating that “administered prices should not be confused 


with monopoly. The presence of administered prices does 
not indicate the presence of monopoly, nor do market 
prices indicate the absence of monopoly 

“If administered prices are present in a major part of 
our economy and since they exist in a great many areas 
which are not monopolized but in which there is active 
competition between a few units, it is clear that they do 
not necessarily reflect monopoly conditions but something 
more widespread—namely, the reduction in the number 
of competing units in many industries.” 

In 1957, testifving before the Senate Antitrust and 
Monopoly Subcommittee, Dr. Means elaborated on his 
follows: “Also I want to sav _ that 


administered prices are here and I do not regard ad 


previous views as 


ministered prices as something that can or should be 
done away with. I regard them as an inevitable and 
indispensable part of our modern econom\ 
“Administered prices represent a way of doing business 
that leads to greater efficiency and higher standards of 
living. We could not have our big efficient department 
stores ind mail-order house 5 if prices were not adminis 


tered. Without this method of pricing, big efficient in- 


dustry would find it almost impossible to operate. Ad 


ministered prices are essential to our modern economy.’ 


Other economist igreed that our modern economy 


could not yperate vithout having prices est iblished b: 


sellers. It is often forgotten that the mere fact that a 


price is quoted does not mean anvone ill purchase the 


‘ 


article Active competition among both products and 
I 


I 
individual marketers is still necessary if thev are to 


obtain the quoted from the customer 


La Indic ative of \ h it rie le gislators have in mind for 
dealing with administered prices is a bill (S. 215) intro 
duced by Senator Joseph ( O Mahone \ D-W 


the current 86th Congress. It would require prior notifica 
ce change in an industry where “economi 
ls of the few.” Senator O’Mahonev’s 


ed on selecting product vhere eight 


vunted for 


price increase for these products would be subject 


oa public review before it could be pl wed into effect 


during 


of the total production 


This procedure would often force marketers to expose 
mfidential information. Such a law could well destroy 
competitive tem it is designed to protect 

This measure was ypposed by both the Attornev Gen 
eral and the Federal Trade Commission. The Assistant 
Attornev General in rge of the Antitrust Division said 
“First, the bill would tend to substitute Government it 
quiry into the reasons for, and the justifiability of, am 


traditional idea of prices set in 


response to tree market forces Second one result will 


price increase for ow 
be to discourage price declines, for companies may well 
be loath to risk price cuts when price rises can take place 
only at the cost of required waiting plus public hearing 


Third, by 


justments, this propo al could spell real anti competitive 


slowing the necessarily fast pace of price ad 
consequences Fourth these anti-competitive const 
quences plus this bill’s brake on declining prices would 
be felt, not in narrowly marked out areas, but throughout 
the bulk of this nation’s economy ~ 

In addition to the resistance of these Government offi 
cials, vigorous objec tions to this entire con ept were vox ed 
by responsible leaders of the business community. man 


of whom testified in the Congressional hearings 


Protecting the Consumer 


Although not all individuals are engaged in the pro 
ductive process, all of us are consumers. It is, therefore, 
not unnatural that an effort is made in both party plat 
forms to secure the support of consumers through spe- 
cific references to their interests. The salient points in 
each platform may be summarized as follows 


DEMOCRAT: The Democrats call for: 
1. Strengthening of the Food and Drug Ad- 
ministration. 


2. Creation of a Consumers’ Council “to speak 


for consumers in the formulation of Government 
policies and represent consumers in administra- 
tive proceedings.” 

3. The enactment of Federal legislation requir- 
ing the “vendors of credit” to provide the state- 
ments of credit charges in terms of true an- 
nual interest rates. 


REPUBLICAN: The Republicans’ consumer 
protection plank limits itself to pledging con- 
tinued strong support for the Food and Drug 
Administration. 


Comment: In addition to the above specific points the 


Democratic platform states: “In an age of mass produc 
tion distribution ind advertising, consumers require 
effective Gr 
would seem to indicate that the Democratic platform con- 


templates a more active role by the Federal Government 


vernment representation and protection This 


in the area of consumer protection 
One proposal that has been put forward in the current 
24 Senators) is t 


create a cabinet-level De partment of Consumers. It would 


Congress in a bill co-sponsored by 


include the following functions: 
l. Presenting the vie wpoint of “ nsumers” before 


agencies, and Congressional bodies 


innual “National Consumers’ ( 


3. Conducting consumer researcl 
information to the public 


Chis concey could have far 


DEMOCRATS spell out specific aims in their platform. The 
proposals include solutions of the problems of inflation, 


how to protect consumers, and how to help small business. 
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marketers if the le gislation as now envisioned, were 
enacted. This bill, among other things, would specifically 
empower this new De partment to investigate interstate 
corporations and require them to furnish certain informa- 
tion such as plant productive capacity, selling prices 
cost of production and distribution, volume of sales, and 
other information not normally publicized 

The contention of the Democrats is that business (Dept 
of Commerce), labor (Dept. of Labor), agriculture (Dept 
of Agriculture) have big departments and secretaries of 

ibinet rank, each designed to further a special and selfish 
interest that mav not necessarily benefit the consumer, 
who as we all know from sad experience 1s heavily taxed 
They conclude that consumers should be represented not 

y Congress, but in the Administration as well 
As for the Democrats’ proposal to provide for disclosure 


credit charges, here again legislation of the type in 


Senator Paul H. Douglas of Illinois, in the current session 
His bill would require that prospective buyers on credit 
be told (1) the total amount in dollars of all credit and 
ervice charges, fees, discounts, etc., and (2) the percent 
ige of these financing charges computed as simple an 
nual interest on the outstanding balance of the loan 

The Douglas credit disclosure bill has been opposed 

many marketers 

Ex ept for the reference to the Food and Drug Ad 
ministration, tl 


br ] 
wUrTroad 


Republican platform is silent in this 
irea of protecting the consumer 


Small vs. Large Business 


lency in both party platforms to separate 


rs wh ) ha 


based on their relative size 


a te 


ve a common interest in a free econom' 


A Note of Thanks 

Sales Management expresses its sin- 
cere appreciation to Richard Holm- 
quist of General Electric Co. for his 
assistance in the collection of back- 
ground material for this article. Mr. 
Holmauist, as consultant-government 
relations for GE’s Marketing Services, 
is daily concerned with the legislative 
process as it affects the marketing 
activities of a company that employs 
14,000 marketing men and has sales 
of $4.3 billion a year. 
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There is little justification for this, for the functions 
of anv firm are dictated by the economics of its activities 
No one experienced with the workings of today’s economy 
would suggest that a steel mill be operated by a small 
business. On the other hand, one would not propose 
that a small cleaning establishment be operated by a 
large one. If a climate conducive to economic growth 
is provided, there will be ample opportunities for busi 
nesses of every size to fulfill their economic functions 

The positions of the two parties with respect to. this 


important m irketing issue mav be summarized as follows 


DEMOCRAT: The Democratic platform states 
that small business should be aided by making 
available more credit and equity capital at rea- 
sonable rates, through the Small Business Ad- 


ministration. In addition, the Democrats call 
for: 


1. Vigorous enforcement of the antitrust laws. 
2. Pre-merger notification by corporations. 

3. Permission for all firms to have access at 
reasonable rates to patented inventions result- 
ing from Government financed research and 
development contracts. 


4. Strengthening the Robinson-Patman Act to 
protect small business against price discrimina 
tion. 


5. Authorizing the FTC to obtain temporary 
injunctions during the pendency of administra- 
tive proceedings. 


6. Awarding a “more equitable share” of Gov- 
ernment contracts to small business. , 


7. Shifting Government procurement policy 
from a negotiated basis toward open, com- 
petitive bidding. 


REPUBLICAN: The Republican platform also 
recognizes the need for “fostering new and 
small business,” by continued active enforce- 
ment of the antitrust laws, by protecting con- 
sumers and investors against the hazards and 
economic waste of fraudulent and criminal 
practices in the market place, and by keeping 
the Federal Government from unjustly com- 
peting with private enterprise. 


Comment: The Republican platform does not propos 
iny new or drastic legislation. The Democratic platform 
if enacted, could seriously affect the marketing functions 
of manv business enterprises 


N pte these proposals 


eA requirement for pre-merget notification would, in 


effect, make it difficult for a small firm to disp se of its 
issets by merging with a big ¢ ympan even if this was 
the most economical course of action and in the best 


of il] concerned 


® The suggestion that all marketers would not be 
able to retain rights to patented inventions resulting from 
Government-financed research and development activities 


would deter many of our most able companies from 
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New York 
Buying Oftices 


One-Stop Marketing Centers 


How they’re organized to work with manufacturers to 
buy for department and specialty stores; the stores for 
which they buy in the U.S. and in foreign countries. 


Buying offices are many things to 
retailers and manufacturers. In fact, 
they have become the link between 
them for they are the eves and ears of 
nearly 180 million American consum- 
ers 

They buy for nine out of ten de 
partment and specialty stores, with 
an annual volume between $17 and 
$18 billion. And they continue to add 
to this volume as more and more re 
tailers recognize them to be thei: 
strong right arm in helping them ring 
up a favorable profit Take, for ex 
ample, just one buying office, Kirby, 
Block & Co., Inc.: The total sales 
volume of its member stores is over 
$900 million annually. KB purchases 
between 20% and 25% of this volume 
directly and influences the purchase 
of an additional 20% to 30% of the 
‘tores’ volume 


> That and spec ialty 
stores are increasing their sales as a 
result of this strong right arm of the 
buying office, is revealed in a recent 
Business Week report: The Federated 
Stores, Inc., The May Department 
Stores Co., Allied Purchasing Corp 
stores and R. H. Macy & Co., Inc 

stores in 1959 ranked (in order named) 
11th, 13th, 14th and 17th among the 
20 top retailers. Federated Depart- 
ment Stores’ 1959 sales were $702.- 
749,000—7.6% over 1958: The Mav 
Department Stores’ sales were $682 
million—26.1% over 1958; Allied Pur- 
chasing Corp. stores’ sales were $678 
million—5.3% over 1958; R. H. Macy 
& Co. stores’ sales were $489,657,000 


calendar year basis)—3.8% over 1958 


ce P irtment 


Buying offices, too, have become 
vitally important to manufacturers in 
helping them to sell and promote their 
merchandise in member stores. Be- 
cause they form the link between the 
retailer and the manufacturer, they 
reach into every city, village and ham- 
let in the nation—which is not pos- 
sible for even the largest manufactur- 
ers to do because of the cost. It is 
estimated that it would cost manu 
facturers 10% to 18% more in thei: 
sales budgets were it not for the serv 
ices of the buving offices 

Since New York City is the prin 
cipal manufacturing market for ap 
parel, and sales headquarters for many 
other types of manufacturers, it is 
the buying center of the world. The 
leading buying offices are the types 
of offices that service stores of all 
sizes. Some offices maintain branches 
in Chicago, San Francisco, Dallas, Los 
Angeles, Miami and other manufac- 
turing markets, as well as in many 
cities overseas 


Buying Office Makeup 


Basically, there are two 
buving offices: 


® Across-the-board offices, giving a 
service in every department of a store 

© Specialty-service offices, concen 
trating on either men’s or women’s 
apparel and accessories 

Organizationally, there are five 
types of buying offices: 

1. Independently owned offices that 


are paid a fee by client stores. The 
fee usually is based on a percentage 


Sales Management 


around a quarter of 1%) of a store's 
annual sales. Arkwright, Inc.; Felix 
Lilienthal & Co., Inc.; Independent 
Retailers Syndicate, Inc.; Kirby, Block 
& Co., Inc.; McGreevey, Werring & 
Howell Co.; Mutual Buying Syndi 
cate, Inc.; O'Shaughnessy, Dewes & 
Klein; Charles Weill & Co., and Wil 
liam M. Van Buren are included in 
this category. 


Store-owned ot cooperative of- 
fices, jointly owned by independent 
stores Associated Merchandising 
Corp.; Frederick Atkins, Inc., and 
Specialty Stores Assn., Inc., fall in 
this group. 


3. Chain-owned offices, maintained 
by department-store chains for the 
benefit of the chains’ stores. Allied 
Purchasing Corp.; Associated Dry 
Goods Corp. ; City Stores Mercantile 
Co., Inc.; Gimbels Corporate Buying 
Office; Macy’s Corp. Buying Division; 
Mercantile Stores Co., Inc., and The 
May Department Stores Co. are in 
this category. 


4. Privately owned offices, main- 
tained by a few of the larger stores, 
with resident buyers representing only 
those stores. Marshall Field & Co., 
Chicago; Meier & Frank, Portland 
Ore., and Neiman-Marcus, Dallas 
Tex., are in this group 

5. Millinery syndicates or specialty 
offices, operating leased departments 
in department and specialty stores 
(not listed here). 


In addition to the above types of 
buying offices, there are merchandise 
brokers, formerly known as commis- 
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sion offices, receiving remuneration 
from manufacturers in the form of a 
percentage of store orders placed 
They primarily service small dry 
goods and specialty stores. 

A number of the larger stores buy 
directly from manufacturers’ 
sentatives. B. Altman & Co., 
Constable, Best & Co., Bonwit Teller 
Brvant, Inc., Saks Fifth 
Avenue are included in this group. 

John Wanamaker, which formerly, 


did all its own buying from manufac 


repre- 


Armold 


Lane and 


turers’ re presentatives, has now joined 
Frederick Atkins, Inc., buying office 
member stores 

All types of buying offices operate 
Most of them 
have a president and general merchan- 
dise manager. Under their direction 
buying duties are divided as they are 
in retail stores: divisional merchandise 


more or less similarly 


managers in charge of ready-to-wear 


budget apparel, home furnishings, ac 
and i wear 
Each divisic n il manager has t 
group of buyers and assistant buyers 
working under his direction 


men’s boys 


cessor;ries and 


» on 


Chere are many reasons for the buy 
ing office gain in importance for both 
the retailer and the manufacturer: 


Retailer Benefits 

@ Store executives and buyers more 
ind more are feeling the need for ex 
pert marketing advice and services to 
meet the sharp competition at the re 
tail level 

© The rapid 
merchandise 


change in fashion 
makes it 
store buyers outside of the big cits 


to rely York 


resident buying representatives who 


necessary for 
on the services of New 


constantly scour their respective mar 
kets or examine merchandise brought 
to them by manufacturers’ representa 
tives during regular hours each week 


Many 


co-ordinator and assistant 


fashion 
Most offices 
have control dress operations which 
are invaluable to the retailer, since the 
buying office keeps automatic inven 
tory records and does all the purchas 


buving offices have a 


assured of a wider 
range of styles and better quality at 
lower than tore 


ing. Stores are 


prices individual 


Retail Store 


buyers could possibly find in the mar- 
ket without expert assistance. 

© Reporting services of buying 
offices to store executives and buyers 
are invaluable. They include: eco- 
nomic forecasts—important in cases of 
rising and falling markets; marketing 
data on the key marketing areas of 
the and explanations of 
special-interest merchandise found in 
the market for these areas. For mar 
keting the kev marketing 
areas, major buying offices lean heavily 
on SM’s Survey of Buying Power. 


country, 


data on 


® Each working day, thousands of 
well-illustrated bulletins are mailed 
by buving offices to their respective 
member These bulletins show 
new merchandise offered by manufac 
turers, with desc riptions of each item 
They report “hot items” that are mov- 
ing in stores in various parts of the 
country; tell of 
chandise that may have just become 


stores 


“special offer” met 
available from a manufacturer; show 
swatches of new fabrics and seasonal 
colors 

® Many times a buying office will 
onduct a marketing survey in certain 
ireas in advance of market 
trips to New York (again using SM’s 
Survey of Buving Power 
In other words, the 


buve rs” 


as a guide) 
retailer, whether 


Groups in the First 100 


Allied Stores 


Associated 


Associated Dry Merchandising Frederick Atkins 


City Stores 
Mercantile Co., 


Independent 


Retailers Kirby, Block 
Corp Arkwright, Inc 


Goods Corp 
401 Fifth Ave 128 W. 3ist St 


Inc c Syndicate 
417 Fifth Ave 1) W. 42nd St 33 W. 34th St 


Corp &Co 
1440 Broadway 130 W. 3ist St 


Akron, Ohio 
Albany, N.Y 
Albuquerque, N.M 


Atlanta, Ga 


The A. Polsky Co. The Hower Corp 


John G. Myers 
Hubbard's 
ranklin Simon 


Austin, Tex Yaring's 
Hochschild 
Kohne 


D. H. Holmes 


Baltimore, Md Brager-Gutman Stewart & Co 
Rosenfield's House 


of Fashion 


Baton Rouge, La 


Birmingham, Ala pweman 


Joseph & Loeb 
Wem. Filene's 


Boston, Mass Sons 


Bridgeport, Conn 
Buffalo, N.Y 


Jordan Marsh 
D. M. Read 


Gilchrist Co R. H. Stearns ranklin Simon Raymond's 


Oppenheim 
Collins 


Wm. Hengerer 
Hens & Kelly a 
Charlotte, N.C 


Chattanooga 
Tenn 


ae ‘ Efirds 4. B. Ivey Franklin Simon 


Miller Bros 


(E. Winter 
|?. A. Bergner 
{ Mandel Bros. 
Community 
Sales Corp 
Geller Stores 


Chicago, Il! Wiebolt Stores Carson Pirie 


| Seott & Co 


Chas. A. Stevens 


Cincinnati, Ohio 
Cleveland, Ohio 
Columbus, Ohio 


Roliman & Sons 
Sterling-Lindner 
Mor ehouse-F ashion 


H. & S. Pogue 
Halle Bros 


Shillito's 
The Higbee Co 
F. & R. Lazarus 


Bailey Dept. Stores Franklin Simon 


Dallas, Te Titche-Goett Preston Dallas 
alla x che-Goe inger jLa Mode 
Beerman Stores 
Bab's Fashion 


Shop 


Sanger's A. Harris 


Dayton, Ohio Rike-Kumler 
Denver. Colo 
Des Moines, lowa 
Detroit, Mich 

El Paso, Tex 
Flint,Mich 

Fort Lauderdale 

Fla 
Fort Wayne. Ind 


Denver 0. G. Co 


The Ernst Kern Co J. L. Hudson Franklin Simon Winkelman Bros 


The White House Popular D. G. Co 


Smith Bridgman 


Franklin Simon 
Frank D. G. Co 
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he is from Paducah, Peoria or Port- 
land, Ore., is kept constantly informed 
about the latest offerings of manu- 
facturers, and is told what new items 
are selling well in his marketing area 
and, therefore, should be in his stock 


@ A higher rate of turnover is made 
possible through the buying office 
because even in staples its representa 
tives give advice on price changes and 
trends in competition 


® The cost of merchandise is some 
times reduced because buying office 
representatives make it possible to 
buy directh 
or for 


from the manufacturer 
groups to buy specific 
staples or even fashion items, some 
times pl acing orders as large as those 


placed by chain stores 


store 


@ Stvies are often developed by 
resident and store buvers ae 


gether 


ing to 
Specifications are then given 
to a manufacturer to develop Thess 
stvles are exclusive to member stores 
resulting in the stores reputation for 
exclusive merchandise 


© Expensive delays in delivery are 
eliminated through centralized buy 
ing. Air freight is used more and more 
by manufacturers to assure that mer 
chandise will arrive in time for stores 


to prom pte t for special event sales 


Cities Leading in Total 


@ When and where special items 
are wanted by stores for specific sale 
purposes, buying office representatives 
are trained to scout the market for 
extraordinary values. For anniversary 
sales, dollar days, special events, etc., 
a request for specific merchandise will 
receive prompt attention 


© Through their buying power in 
group pur hasing, buying offices are 
able to make special arrangements 
with manufacturers on hard-to-find or 
specially priced merchandise 

® Markdowns on 
items are reduced through centralized 
buving 

® Most offices 


non-merchandising departments such 
as advertising and 


slow moving 


buying maintain 
sales promotion 
departments. They prepare Christmas 
catalogues, back-to-school catalogues 
and other store mailing pieces. They 
also prepare advertising 
mats, advertising copy and radio and 


new spaper 


television scripts for stores, and advise 
on window and interior displays 


® Many 


semi-annual 


buy ing offices conduct 


meetings for top store 
executives presidents controllers and 
merchandise managers. Experts on 
such subjects as economics, insurance 


credit and shopping centers present 


Retail Sales* 


their forecasts for the period ahead 
There are round-table discussions of 
expense control, record- 
keeping and consumer buying trends 


electronic 


© Promotional reports are sent 
regularly to store buyers, listing items 
adapted to seasonal promotions 


Manufacturer Benefits 

For the 
offices offer 
them: 


buving 
Among 


manufacturer, 
many benefits 


@ Merchandising clinics are sched- 
uled during the key months of the 
year, when the influx of retail buyers 
in New York is the heaviest—January 
June and late fall. Before store buyers 
arrive, resident office personnel visit 
every manufacturer of consequence in 
the market. They select merchandise 
thev believe will be of interest to their 
member assemble 
the merchandise for presentation at 
the clinic sessions, and analyze the 
new style trends. This saves time for 
both the retail buyer and the manu- 
facturer. In one swoop a manufacturer 
hundreds of stores at these 
clinics. If his merchandise looks par- 
ticularly good, retail buyers make it a 
point to visit his showrooms to see his 
entire line. 

® Nation. 


stores customers, 


covers 


brand 


manufacturers 


McGreevey 

Felix Lilenthal Werring & 

& Co Howell Co 
116 W. 32nd St 225 W. 34th St 


Mercantile 
Stores Co 
128 W. 3ist St 


Mutual Buying 
Syndicate 
1l W. 42nd St 


0 Shaughnessy 
Dewes & Klein 
132 W. 31st St 


Specialty Stores 


ssn 
1441 Broadway 


500 Seventh Ate 


William M. 
Van Buren 


Charles Weill 


Inc 
101 W. 3ist St 


CITIES 
(continued ) 


The Yeager Co 


T. H. Williams 


L. Epstem & S 


Goudchaux's 


Sattler's 
Collins Dept 
Stores 


es & Scnvele 


Morris Stores 


doslin's 


Davidson Bros D. J. Healy 


Jackson's 
Ear! Groth 


W. M. Whitney 


Buckhead Dept 
tore 


E. M. Scarbrough 


The Louis 

Pizitz D. G. Co 
Conrad & 

Chandler Ralph L. Thresher 
Adam, Meldrum 

& Anderson 


Lovemans 
Central States 
S. Assn 

The Fair 
| Gatley's Peoples 

Store 
Mabley & Carew 
Wm. Taylor & Son 


Gruen Apparel 


W. A. Green 
Elder & Johnston 

Howell's Neusteter Co 
Crawley, Milner Himelhoch's 


Martin D. G. Co 


Wolf & Dessawer 


J. P. Allen 


Good friends 


Burger-Phillips 


Jenny Co 


Jos. Thal Co 


. Akron, Ohio 
Albany, NY, 
Albuquerque, N.M 


....-Atlanta, Ga 
Austin, Tex 


Empire Jobbing 
House 


Baltimore, Md 
Baton Rouge, La 


Vaughan-Weil _Birmingham, Ala 
Boston, Mass 
Bridgeport, Conn 


_Buffalo, N.Y 


.~--Charlotte, N.C 
Chattanooga 


fAlden's Chicago, tll 
| Zax Bros 


Barlo Shoe Co Cincinnati, Ohio 
Cleveland, Ohio 


Columbus, Ohio 
Dallas, Tex 


Dayton, Ohio 


Denver, Colo 

Des Moines, lowa 
Detroit, Mich 

El Paso, Tex 
Flint, Mich 

Fort Lauderdale 
—- la. 
Fort Wayne, Ind 


Younker Bros 
Demery's 
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are more and more acknowledging the 
buying office’s contribution to them. 
They realize that the quickest way to 
get their message to the retail stores is 
to work closely with the buying office 
Any brand manufacturer with a revo- 
lutionary new product, or an im- 
proved product, can rely on the buy- 
ing offices to expeditiously carry the 
news to the field. Because of this, 
many manufacturers have organized 
specialized selling groups to work 
directly with buying offices. For ex- 
ample, Radio Corporation of America 
has organized such a group. It devotes 
full time to cementing RCA’s corpo 
rate relationships with the various 
buying offices, keeping them fully 
apprised of RCA’s merchandising and 
sales plans. As a result, RCA’s de 
partment store business has increased 
steadily 

© In the past, many smaller stores 
did not know what was going on at 
the center of fashion until they were 
visited by a manufacturer's 


sometimes 


repre- 
three 


sentative twice or 


times a year. Today, the resident buy 
ing office has changed all that. What- 
ever its size, a store is kept up to date 
on merchandise and fashion news 
New fashions, new novelties are 
offered by manufacturers every day 
new items that can mean quick turn- 
over and added sales in a store if the 
store is advised in time. This is one 
of the functions that underscores the 
importance of the resident buying 
office to the manufacturer as well as 
the store 

© New marketing divisions are be 
ing planned by a number of buying 
offices, with advantages offered to 
stores equaled by the advantages they 
hold for manufacturers and their sales 
men. For example, in the new quarters 
recently opened by Associated Dry 
Goods Corp., a new market depart 
ment provides substantially improved 
service for the manufacturer and his 
salesmen. They can now come to one 
central location in the heart of Man 
hattan’s fashion center on Fifth 
Avenue, and present their merchan 


Retail Store 


dise and merchandising ideas to the 
entire Associated Dry Goods group, 
which comprises ten store divisions 
and 29 individual stores whose sales 
volume last year was $260,854,200. 

All important classifications of mer- 
chandise are covered by the 22 mar 
ket representatives selected for their 
experience and capability in merchan 
dising. Out-of-town buyers from Asso- 
ciated Dry Goods stores visit the New 
York office in numbers which average 
45 a day throughout the year and 
which may reach a daily figure of 300 
during some buying seasons. 

Each division of Associated Dry 
Goods is autonomous, and its buyers 
are responsible for the development 
and selection of merchandise for the 
needs of their particular customers 
The market representatives, however 
perform a on service function. The 
marketing division incorporates the 
newest features in buving office facili 
ties, and provides for the merchandis 
ing divisions of Associated Dry Goods 
the most effective and advantageous 
arrangements in their relations with 
manufacturers representatives. It has 
a separate entrance and reception area 
designed for salesmen who visit the 
Associated Dry Goods offices to see 


market representatives and out-of 


Groups in the First 100 
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Allied Stores 


128 W. 31st 


Arkwright, Inc 


Associated 
Associated Dry Merchandising 
Goods Corp Corp 


ac 
417 Fifth Ave 1440 Broadway 11 W. 42nd St 


Frederick Atkins, 


Inc 
132 W. 3ist St 


City Stores 
Mercantile Co 


Independent 
Retailers 
Syndicate 

33 W. 34th St 


Kirby, Block 
& Co 
130 W. Sist St 


Fort Worth, Tex 
Fresno, Cal.. 
Gary, Ind 
Glendale, Cal 


Grand Rapids, 
Herpolshemmer 


Greensboro, N.C._ 
Hammond-East 

Chicago. Ind 
Hartford, Conn... 
Hempstead 

Township, N.Y 
Honolulu, Hawaii_ 
Houston, Tex...._| Joske's 


indianapolis, Ind._. 
Jacksonville, Fla... 


Jersey City, W.d.__. 
Kansas City, Mo 


Knoxville, Tenn 
Lansing, Mich 
Little Rock-N 

Little Rock, Ark 
Long Beach- 


W. C. Stripling 


The Wurzburg Co 


| F.N Arbaugh ig 


Pau! Steketee 


G. Fox & Co 


Liberty House 
Foley's 


L. S. Ayers H. P. Wasson 


Emery, Bird 
| Thayer 
Miller's 


Pfeifers of 
Arkansas 


Grand Rapids 
| Winkelman 
i} Co 
Jurgens & 
Holtviuwer 


Brown Thomson 


Meyer firos 


Berkson Bros 


Van Devoort's 


Kempner's 


Lakewood, Cal . Columbia 


.| 4. W. Robinson Bullock's 
Stewart D. G 
c 


Los Angeles, Cal._. 
Louisville, Ky. 
Lubbock, Tex 


Memphis, Tenn... 
Miami, Fla. 


Ben Snyder Kaufman Straus Besten & Langen 


. {B. Lowenstein 
{Franklin Simon 
Richard's 


Bry Block 
Burdine’s | Hartley's 


} 
Milwaukee, Wis. 


Milwaukee 


T. A. Chapman 
Boston Store 


s in the other cities and foreign countries, see pages 46, 47, 116-127 
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town buyers. Special elevators bring 
these salesmen to a reception area 
where the schedules of all representa- 
tives and buyers are arranged and 
maintained. Individual sample rooms 
are included in the design 


Turnover Improvement 


@ Since turnover is not only a stock 
question but intimately related to a 
store's profit picture, buying offices 
are attempting to get better turnover 
for their member stores by working 
closely with manufacturers to carry 
stock and deliver as stores need it 
Turnover, they maintain, enables 
stores to reorder quickly. Analysis of 
merchandise by stocks, by classifica 
tion, by manufacturer and by price 
line helps to improve stock turnover 
For example, some stores claim that 
manufacturers are sometimes 
But what 
ask. What 
manufacturer 
tha’ 
ell? Some stores are working on such 


proble 


certain 
kept for prestige purposes 
does prestige me in? thes 
prestige is there in a 


who has merchandise doesn't 


ms and are making up sets of 

ules on how to improve turnover 
This is what a 

flices and thei: 


’ 


number of buving 


member stores are 


Cities Leading in Total 


~—Spending more time on buying 
plans. 
Making more detailed studies of 
price level 
—Working harder on basic stock 
needs. 
—Reducing duplication of lines, if 
possible 
—Buying from local wholesalers or 
distributors on some items 
Adding price lines on a slower 
basis 
-Adding categories and lines on a 
slower basis 
Making detailed studies of sales 
by price and color 
—Trying to get advance dating on 
invoices if it is necessary to buy far 
thead 
Using PM's more often on slow 
mere handise 
Writing more letters to manufac 
turers to get faster deliveries 
Keeping stock fresher 
Speeding up marketing proce 


dures 


Packaging a Must 

Packaging is very important to buy 
Up to 95% of retailer 
markdowns are due to spoilage in un 
packaged merchandise. All of the 
major buving offices are 


ng offices 


urging their 


Retail Sales* 


member stores to “put packaging on 
vour sales staff.” Self-service merchan- 
dising, they maintain, has gained the 
unquestioned approval of the shopper, 
aan the big potential that exists in the 
application of creative packaging to 
the operation of department and 
specialty stores should not be over- 
looked. 

Buying office executives are point- 
:) manufacturers that pre 
packaging is now being given a more 
important selling role in their member 
stores than ever before. They are also 
making it possible for their stores to 
get top quality packaging supplies for 
daily or special-event store use—boxes, 
gift wrappings and many related sup- 
plies—at substantial savings for the 
This, they 
portant in controlling operating costs 
for practic ally every department in a 
store can benefit from better pac kag- 
ing. Many member stores report that 
they plan to set up a program for 
redesigning their own packaging 

Member stores are being told that 
packaging is the new dimension in 
retailing because it is a key factor that 
frees salespeople for more productive 
selling. Other advantages retailers are 
asked to consider in demanding pre 
packaging from manufacturers: It can 


ing out to 


stores maintain, is im- 


Fel Lilienthal Mercantile 
C 9 Stores Co 
16 W. 32nd St : 128 W. 3ist St 


Mutual Buying 
Syndicate 
11 W. 42nd St 


O'Shaughnessy 
Dewes & Kiein 
132 W. 31st St 


Specialty Stores 


ssn 
1441 Broadway 


500 Seventh Ave 


William M Charles Weill 


Van Buren 


CITIES 
(continued 


Inc 
101 W. 31st St 


Leonard + 
Everybody's Store 


5. Webb Co y 


Danburg's 


rench Novelty 
Shop 
Migrahi Sons 


wn & Campus 
he Vogue 


Bishop & Maico 
Gibson Style Shop 
C. R. Anthony 
Butler Bros 


The Dunlap Co Hemphill Wells 
John Gerber 
Jackson's 

A. Goldmann & 

i Sons 


Monnig 0. G 


Kaplan's 
The Wm. H 
Block Co 


Harzfel 
tra A . Watson 


{United Dollar 
Stores 

{Sommer's Yard 
stick Store 

Albert's Yardstick 
Stores 


Gus Blass 
Buffums 


Broadway-Hale Hagger 


Cobb's Dept 
Stores 


0. H. Owens 
E. Gottschalk’'s 


Fort Worth, Tex 
Fresno, Cal 

Gary, ind 
_.~-Glendale, Cal 


Grand Rapids 
ee Mich 


..Greensboro, N.C 
Hammond-East 
_.-Chicago, Ind 
. Hartford, Conn 
Hemostead 
Township, N.Y 
Honolulu, Hawaii 
Houston, Tex 


E. C. Minas Co wee 


Indianapolis, Ind 


Furchgott's Jacksonville, Fla 


Jersey City, NJ 


Kansas City, Mo 
Knoxville, Tenn 
_.Lansing, Mich 
Little Rock-N 
Little Rock. Ark 
Long Beach 
Lakewood, Cal 


Mindlin's Lisa Ann Shops 


The ¥.M. Cohn 
Co 


Coulter's Los Angeles, Cal. 
{Levy Bros 
H. P. Selman ) Silverman's 


Marcus 


Louisville, Ky 
..--Lubbock, Tex 
Memphis, Tenn 
--~~~.~Miami, Fila 


Smartwear 


-~-Milwaukee, Wis 
Emma Lange 
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New York Buying Offices 


continued 


boost sales by stimulating self-selec 
tion; make possible an attractive dis 


plav; 


convert staple items into excit 


ing year-around gifts; develop multi 


7 


ple sales; remind shoppers of product 


rtising 


ittineg 
cuthing 


store, pre-pack 


i i 
nortant role 


t 


operating 


costs 


establish identification at 
ot purchase . 


to take home 


make merchandis« 


for a 


aging plays avery im 


It cuts costs by 


ing warehousing efficiency 


~ 


ng inventory 


counts 


and 


improv 
simplify- 
control 


speeding delivery to the selling floor 


improving h yusekeeping; 


promoting 


neat displays and reducing hazards of 


slor 


assortments 


becoming 


mixed 


making for more efficient use of selling 


Space 


protecting 


t 


products for 


deliv 


ry; saving on checking and ticketing 


marking 


Private Brand Policies 


rivate 


is be 


1 
Drand 


ming more 
1 


each 


label 


ind receiving opera- 


merc han 


important to 


Ve 


il 


Toda 


buying offices report, the shopper 
wants quality above everything else 
In the of selling of 
national brands at short markup, a 


store’s own brands offer the oppor 


tace discount 


tunity to give the consumer the qual 
itv she wants at prices well below the 
national brands, and still maintain the 
full markup 
Buying offices are proud of their 
of merchandise. For 
McGreevey, Werring & 
Howell reports that its own brands of 
merchandise 


with 


own brands 


example 
are carefully 
the 


increasing member 


planned 
of 
stores’ profits b 
illowing them the high markup of a 
private brand. “It means,” savs MWH 


all 


lines primary function 


“that our stores can compete with 
competitive brands since in most cases 
the merchandise cannot be compared 
with In effect 
thev have a priv itelv labeled line that 
is their own brand 


competitive brands 
giving them great 
flexibilitv, the chance 
on their own brand 


merchandising 


to capitalize and 


of a specifi 


] 1 
obtain a large share 


market 


Retail Store 


Groups 


“We make available to our stores a 
varied range of products, each with 
its own distinctive and effective met 
chandising pattern, and each with a 
successful history of sales endurance 
Created and developed in our domes- 
tic division Howell sheets 
blankets and mattress pads and covers 


are 
in an assortment of styles, sizes and 
In curtain division, we 
have a broad series of Howell Manor 
marquisettes. In 


colors our 


ready-to-wear, we 
with the exclusive 
Elyner label; in sportswear, the Jon- 
dale label. Besides all these, we fea 
ture men’s wear in McGreevey-label 
shirts, sleepwear and under 


have offerings 


men’s 
wear.” 

At Kirby, Block buying office, the 
private brand operation has delved 
into a number of fields, running the 
gamut from power lawn mowers and 
garden hose to men’s, women’s and 
children’s apparel items and domes 
tics. It now operates in approximately 
50 different Retailers 
use the program as an opportunity to 


classifications 


make extra profits on non-competitive 
vet quality On the 
tther hand, stores often use this mer 
chandise 


merchandise 
as “loss leaders,” selling it 
to ittract 
rds, h 


below regular 


markup 
othe I W 


customers iving 


in the 


CITIES 


continued 


Allied Stores 
Corp 
401 Fifth Ave 


Arkwright, Inc 


128 W. 3lst St 


Associated 
Merchandising 
Corp Inc 
1440 Broadway 1l W. 42nd St 


Associated Ory 
Goods Corp 
417 Fifth Ave 


Frederick Atkins 


City Stores 
Mercantile Co 
Inc 
2W st St 


Independent 
Retailers 
Syndicate 
33 W. 34th St 


Kirby, Block 


& Co 
130 W. Sist St 


Minneapolis, Minn 
Mobile-Prichard 
Ala a 
Nashville, Tenn. 
NJ 
New Haven 
New Orleans 


Newark 
Conn 
La 
New York, N.Y...-. 
Norfolk- 
Portsmouth, Va. 
North Hemops 
Township, N.Y 


tead 


Oakland, Cal 
Oklahoma City 
Okla 


Omaha, Neb 

Orlando, Fla 

Pasadena, Cal 

PassaicClifton, 
NJ 


Philadelphia, Pa. 


Phoenix, Ariz 


Pittsburgh, Pa 


Portland, Ore 
Providence, R.! 
Richmond, Va 
Rochester, N.Y 
Rockford, It 


Sacramento, Cal 


Shartenberg s 


Marks 


Isaacs 


W. G. Swartz 


Western Dept 
Stores 


Kahn 


Korrick's 
Sibert J. Mansmann 


Olds & King 
The Shepard Co 


E. W. Edwards & 


or 


Rhodes 


Powe sD 


Hahne &C 


Thomas 
Kilpatrick 
Ivey's of Orlan 


¥Vason Blanche 


John W. Thomas 


The Vanity 


Chas. A Kaufman 
ankiin Simon 

Jopenhemm Werthemmers 
Collins S. Klein 


Pau! H. Rose Altschul s 


Hertal Barnett 


First 100 


Joseph Horne 


Sibley Lindsay 


& Curr B. Formar 


Oppenhe.m 
Collins 
Litt Br 


John Wanamaker 


Goldwaters 
Pittsburgh 
Mercantile C 


Bedell's 
Gladding's 


Miller & Rhoads 


McCurdy & Co 


Stern & Co 

Jacob 
Schwartma 

Vv. Vincent 
Vandver 


Chas. F. Berg 


McCargo Baldwin 


Chas. V. Weise 
Fabric Center 
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their own labels permits the retailers 
to merchandise these items as they see 
fit. 


Not Competitive with 
Manufacturers 


Some manufacturers take the stand 
that buying office private-brand mer- 
chandise with national 
brand merchandise, but buying office 
executives argue that this is not neces- 
sarily true. Many times, they point 
out, buying office private-brand pro- 
motions spark increased sales of 
national-brand merchandise. The pri 
vate-brand promotions increase traffic 
in the while 


inspired 


competes 


store, and the store 
to 
merchandise in many 
Buving work 


closely with manufacturers and recom- 


in 
the shopp rs are bu 
national-brand 
classifications offices 
mend to their member stores any line 
that is well stvled, well advertised and 
well recognized among customers 
According to a survey recently con 
ducted by National Retail Merchants 
Assn., most of the dresses on the sell 
ing floors of the stores re porting carry 
brand Barely 


in every ten savs that fewer 


manufacturers names 


one store 


than half its dresses are from brand 


resources Stores with their 


own 


Cities Leading 


in Total 


private label for dresses are in the 
minority—about one in every 12 or 13 
of those who participated in the sur- 
vey. Among these few, however, it 
appears that own-brand dresses have 
lower markdowns than the others. The 
markup is higher 

Most of the reporting stores say 
that the markup on nationally adver 
tised dress lines is usually adequate 
but that the markdowns are no 
than for other large 
majority say they do not get enough 
co-operative advertising on the na- 
tional brands, and an even larger 
majority say that customers do not ask 
for dresses by brand name 

Xetail opinion on brands in general 
varies all the way from: “Brands are 
very important,” to: “Brands can be 


developed 


ower 
dresses A 


to a high degree of repeat 
business.” Despite the mixed reactions 
on the general subject of brands, the 
NRMaA survey findings show, the dress 
departments’ most successful promo- 
to be tied to 
advertised brands 


tions 


seem nationally 


The Trend Toward 
Buying Abroad 


More and more American retailers 
are registering their interest in buving 


Retail Sales* 


abroad, and buying offices are setting 
up departments to serve them with 
imports from all over the world. 
Already these buying offices maintain 
their own buying offices abroad: R. H 
Macy & Co. Corporation Buying 
Division; Gimbels Corporate Buying 
Office, Marshall Field & Co., Asso 
ciated Merchandising Corp., Allied 
Purchasing Corp 

All of the other major buying offices 
and independent stores’ buying offices 
purchase imports through established 
American-owned buying offices 
abroad, or through various independ- 
ent commissioners. For example, The 
May Co buys through the Macy for 
eign office, and quite a number of 
specialty stores buy through Gimbels 
Corporate Buying Office. 

Most of the imports purchased are 
modern and functional, aimed at the 
mass American market. A Hong Kong 
shirt manufacturer, for instance, has 
put on the import market several 
American styles of shirts, including 
wash-and-wear, bearing the labels of 
such well known stores as Abraham & 
Strauss, Bloomingdale’s and The May 
Co 

Many retailers, through their buy- 
ing offices, are now planning to stage 
special promotions of imports Plans 


McGreevey 

Werring & 

Howell Co 
225 W. 34th St 


Felix Lilventhal Mercantile 


&Co Stores Co 
116 W. 32nd St 


128 W. 31st St 


Mutual Buying 
Syndicate 
11 W. 42nd St 


O'Shaughnessy, 
Dewes & Kiein 
132 W. 3ist St 


Specialty Stores 
Assn 
1441 Broadway 


500 Seventh Ave 


William M. 
Van Buren 


Charles Weill, CITIES 
(continued ) 


ne 
101 W. 3ist St. 


Krauss ( 


Ohrbach's 
Frank Bruce C 


L. Snyder Smith & Welton 


The Outlet Co 7 


“—-- 


The Harvey Ce 
Kresge-Newark 
Ed. Malley 


Mary McKay 
Fashions 


John A. Brown 
4. L. Brandeis & 


Sons The Silk Shop 


Snellenburgs 


Diamond's 


Park Central 


Bea's Bridal & 
Formal Shop 


Lipman-Wolfe 


Lesser Eber 
Wholesalers 


Weinstock 
Lubin Co 


Grace's 


Ames & Brownley 


Rothschild 


Minneapolis, Minn. 
Mobile-Prichard, 
— Ala. 
Nashville, Tenn 
: Newark, N.J 
New Haven, Conn 
New Orleans, La 


Young-Quinlin 


Hamilton & Co 
Kreeger Store 


New York, N.Y 


Norfoilk- 

Portsmouth, Va 

North Hempstead 

Township, N.Y. 

Sherwood Swan Oakland, Cal 
Oklahoma City 
Okla 
Omaha, Neb 
Orlando, Fla 
Pasadena, Cal 
Passaic-Clifton 
‘ N.J. 


Nebraska Clothing 


Wechsler's 


Philadelphia, Pa. 


Walter Switzer Georgia's Phoenix, Ariz 


Pittsburgh, Pa. 


Portland, Ore. 
.|--~Providence, R.! 


..-Richmond, Va. 


Fred Meyer 


.._.Rochester, N.Y 
Rockford, tl 


mf .Sacramento, Cal 
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continued 


have already been completed by 
Kirby, Block & Co. buying office for 
an Import Fair promotion to run 
simultaneously this fall in more than 
50 of its member stores. It is reported 
to be the first year that such a nation 
wide event has been completely 
arranged by a buying office. 

“The purpose of the Import Fair,” 
says Milton J. Greenebaum, KB presi- 
dent, “is to give our stores the oppor- 
tunity to promote better merchandise 
and take them away from discount 
house price-cutting competition. 

“In addition to having a successful 
presentation of import merchandise, 
the event will undoubtedly increase 
substantially the sales of regular 
domestic merchandise in every dé 
partment of the store. As a matter of 
tact, we estimate that traffic brought 
in through the Import Fair itself, and 
through its many facets, will result in 
increased sales ot domesti« -made met 
about four t 
ne compared to toreign goods sales 

Merchandise has been purchased 
by KB from every country in Western 


chandise at a ratio of 


Europe, with the heaviest purchases 
from Italy and Merchandise 
from the Far East, including India 
} 


nas also been purchased. 


France. 


Syndicate 
Inc., also has a program for direc 
imports A mission was sent to Europe 
last spring to study resources. Docu 
mentation and all customary details 
of importing are handled by the 
Foreign Division of IRS. All goods are 
purchased on the basis of a minimum 
initial mark-on of 50% of landed costs 
Che initial marketing effort will be 
confined to principal European mar 
kets, and the Oriental markets will 
follow after there has been a satisfa 
beginning in 
European phase 
Foreign 


Independent Retailers 


tory executing the 


stores buying through 
American buying offices are also in 
creasing in number, as will be noted 
in the lists which follow. On pages 
10—47 only the stores in the first 100 
cities leading in total retail sales are 
listed this 


group 


Stores in other cities in 


are listed here 


Retail Store Groups 


Allied Purchasing Corp. 
Bellingham, Wash The Bon Marche 
Boise, Ida. C. C. Anderson Stores Co 
Butler, Pa. A. E. Troutman Co 
Canton, Ohio The A. Polsky Co 
Connellsville, Pa. A. E. Troutman Co 
Du Boise, Pa. A. E. Troutman Co 
Easton, Pa Wm. Laubach & Sons 
Eugene, Ore. The Bon Marche-Russell’s 
Everett, Wash The Bon Marche 
Flushing, L.1., N.Y. B. Gertz 
Framingham, Mass Jordan Marsh Co 
Great Falls, Mont. .The Paris of Montana 
Great Neck, L.I., N.Y. Stern Bros 
Greensburg, Pa A. E. Troutman Co 
Gulfgate, Tex Joske’s of Houston 
Hamilton, Ohio 

The Robinson-Schwenn Store 

Harrisburg, Pa 
Hicksville, L.1., 
Idaho Falls, Ida 
SG 


Pomeroy 


N.Y B. Gertz 


Anderson Stores Co 
A. E. Troutman Co 
The L. H. Field Co 
R. E. Kennington Co 
B. Gertz 

The Muller Co 
Maas Bros 
Joske Bros. Co 
S. P. Reed Co 
Louis Samler 
Pomeroy s 


Indiana, Pa 
Jackson, Mich 
Jackson, Miss 
Jamaica, L..1., N.Y 
Lake Charles, La 
Lakeland, Fla 
Las Palmas, Tex 
Latrobe, Pa 
Lebanon, Pa 
Levittown, Pa 
Lewiston, Ida 

Cc. ¢ 
Longview, Wash 
Lowell, Mass 


Anderson Stores Co 
The Bon Marche 
The Bon Marche 


in the 


Allied Stores 
Corp Arkwright, Inc 
401 Fifth Ave 128 W. 31st S 


Associated 
Associated Dry Merchandising 
Goods Corp 
417 Fifth Ave 


Frederick Atkins 


Corp inc 
1440 Broadway 1l W. 42nd St 


Louis, Mo . 
Paul, Minn... 
Petersburg, 

Fia . 


Salt Lake City 
Utah EE .-~ Keith O'Brien 
San Antonio, Tex Wolff & Marx 
San Diego, Cal 
San Franc sco, Cal 
san Jose, Cal 
eattle, Wash 
Shreveport. La 
South Bend- 
Mishawaka, Ind 


Spokane, Wash 


pringfield, Mass Albert Steiger 


Syracuse, N.Y 
Tacoma, Wash 


Tampa, Fla 
Toledo, Ohio 


E. W. Edward 
& Son 


Rhodes 


Tucson, Ariz 
Tulsa, Okla 
Washington, D.C 
Wichita, Kan 
Wilmington, Del._ 


Worcester, Mas 
Yonkers, N.Y 
Youngstown, Ohio 


C. T. Sherer 


The Vandever Co 


City Stores 
Mercantile Co 


Independent 
Retailers 
Inc Syndicate 

132 W. 3ist St 33 W. 34th St 


Kirby, Block 
&Co 
130 W. 3ist St 


Stix, Baer & 


Fulle 


Scruggs-Vander 
voort-Barne 


The Marston ( 
City of Paris 


George Wyma 


The Crescent 


Woodward & 
Lothrop 


P.N. Hirsch 


The Vogue 
Linda Vista 
Dept. Store 
The White House 


Wilson's Leadin 
Jewelers 


0. Falk's 
Stein's 


Levy's Albert Steinfeld 


Froug's 
Franklin Sime 
Lansburgh’s Philipsborn 
| Spines Clothing 
Co 
Oppenheim 
Collins 


R. H. White 


Kennard Pyle 


Marcus Co 
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First 100 


Lymm hburg Va 
C. M. Guggenheimer ( orp 
Jordan Marsh Co 
The John Ross Store 


Malden, Ma 
Middletown, Ohio 
Missoula, Mont 

Missoula Mercantile Co 
Muske Micl 


Hardy-Herpolsheimer ( 


tle Dry Goods Co 
Maas Bro 
Ihe Bon Marche 


Bb iN Mar he ol Ogden 
Stern Bro 
en Mall Shopping Center 
Quackenbush Co 
Jordan Marsh (¢ 


\I re s ¢ 
Waite 
Pomeroy 
maldson (¢ 
Reading, Pa Pomeroy 
Richland, Wa 


Pottsville, Pa 
Rapid City, S$ 


maldson ( 
Maas Br ) 


of Savannah 


onaldson Ce 
Heer 


C. C. Anderson Stores Co 

Walla Walla, Wash The Bon Marche 
Wate rloo, la 

The James Black Dry Goods Co 

Wilkes-Barre, Pa. : 


Yakima, Wash 


Pomeroy s 


The Bon Marche 


Arkwright, Inc. 
Allentown, Pa Zollinger-Harned Co 
Altoona, Pa The Wm. F. Gable Co 
Auburn, N.Y Auburn Dry Goods Corp 
Augusta, Me D. W. Adams Co 
Bakersfield, Cal Weill’s 
Bay City, Mich. H. G. Wendland Co 
Bethlehem, Pa Or 
Binghamton, N.Y 
McLean’s Dept. Stor« 

Bristol, Conn The Muzzy Bros. ¢ 
Cambridge, Ma J. H. Corcoran Co 
(lal ibridge, Ohio Davis & ¢ 
Cedar Rapids, Iowa 

Ne winan Me rr antile ( 

$.C 

lames F. Condon & Son 
Corning, N.Y Rockwell Stores 
Covington, Ky John R Coppin (¢ 
Duluth, Minn I 
I ton 


Freimuth 
i Orr's 


p 
Elmira, N.Y S. I 


Iszard Co 
McLean's Dept Stores 
Newman Mercantile ( 


Endicott, N.Y 
Enid, Okla 
Irie, Pa, 
Trask, Prescott & Richardson (¢ 
lairmount, W Va Jones 
I ill River Ma R A. Me Whirr Co 
Fargo, N.D Herbst Dept Store 
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Findlay, Ohio 
Geneva, N.Y. 
J. W. Smith Dry Goods Co 
Glens Falls, N.Y 
Economy Dry Goods Co 
Gloversville, N.Y. H. G. Munger & Co 
Grand Forks, N.D R. D. Griffith Co 
Great Falls, Mont suttrey Associates 
Greensburg, Pa {oyers 
Hamilton, Ohio Wilmur’ 
Hazleton, Pa Ihe Leader Store 
Herkimer, N.Y H. G. Munger & Co 
Hershey, Pa Hershey Dept. Store 
Holyoke, Mass. Albert Steiger (¢ 
Hornell, N.Y Rockwell Stores 
Huntington, L.I., N.Y 
Hartmann’s Dept. Storé 
Kisber’s Dept. Stor¢ 


Patterson 


Jackson, Tenn 
wn, N.Y 
Abrahamson-Bigelow ( 
Penn Traffic Co 
Newman Mercantile Co 
I Oe b ; 
Hager & Bro 
Ben Snyder 
Miller & Paine 
Lowell, Mass A. G. Pollard Co 
Lynchburg, Va Snyder & Berman 
I ynn, Mass. Rogers Ce 
Manchester Conn Hale (¢ orp 
Manchester, N.H is. W. Hill Co 
Mariett i, Ohio Davis & Co 
Marion, Ind 3all Stores 
Meadville, Pa The Crawford Store 
Meriden, Conn 
Ives, Upham & Rand Co 
continued on page 118 


Johnstown. Pa 
Joplin, Mo. 

Lafayette, Ind 
Lancaster, Pa 
Lexington, Ky 
Lincoln, Neb 


Mercantile 
Stores Co 


128 W. 3st St 


0 Shaughnessy Specialty Stores 
Dewes & Klein 


Assn 
132 W. 31st St 1441 Broadway 


500 Seventh Ave. 


William M. 
Van Buren 


Charles Weill, CITIES 


continued ) 


Inc 
101 W. 31st St 


Myers t ‘ 
White House & 
Wilmot P " 


Field-Schlick 


ns Cooperat 
Mercantile 


Instituls 


Everybody s 
Spokane 

Sander's 

Blake's Dept 


tore 


Richard Healy 


Li t 


St. Louis, Mo 
..St. Paul, Minn 
St. Petersburg 
. Fila. 
Salt Lake Cit 
The Paris Co —_ a Utah 


Webb's City 


San Antonio, Tex 


San Diego, Cal. 
San Francisco, Cal 
San Jose, Cal 
Seattle, Wash. 
Shreveport, La 
South Bend- 
Mishawaka, Ind, 


~~. Spokane, Wash 


Springfield, Mass 


..Syracuse, N.Y 
....Tacoma, Wash 
_Tampa, Fla 
..Toledo, Ohio 


Tucson, Ariz 
Tulsa, Okla 
Washington, D.C 


Wichita, Kan 
Wilmington D. G 
Co Wilmington 
Bernard, Summer ’ 
& Putnam Worcester 
Yonkers 
Youngstown 
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Why Not Help the Customer Sell More? 


Olin Mathieson does—and successfully carves out, year by year, 
a bigger share of the cellophane market, a $300-million busi- 


ness long dominated by Du Pont and American Viscose. 


‘customer the market was intensely competitive the market) and Avisco (over 20% 
are kicked The three companies had surplus In the past three years Olin has 
Sure, all production capacity; cellophane was boosted its sales about 60%—while 
ustomer-minded fighting new plastic films and other sales of all cellophane have risen less 
tvpes of modern packaging Yet than 10% And, significantly, John 
Olin has steadily chipped away at son notes, Olin has cornered more 
il] out in a com the market dominance enjoyed b than half of the new business. He's 
hensive Du Pont (now probably under 60% « convinced that Olin is now enjoving 


vurs¢ 


) yf 
my 
Mathieson 
mil . pe 1] 

1 m-a celk 
Olin has gradually 
iwa it its big competitors —- 
n i American \ ISCOS« Now P : 
—===- 
: . . 
eadership of George R aa NO ~ — 
tor of ; and mai . ™y ‘ 


nvert 
manutactu 
manuta 
] 


product 
I 


najor 


n¢? pr 
ng | 
custome! 
ndustri 
. one ] 


1 
Duy I stimulat ie retail 


ducts ; ° POR CANDY IS CELLOPHANH 


nanutfacture 

: Nothing 

5 yphistic ite : 

ll heln +} 
ieIp T 


f 


* Val just g 

r started in the cell yphane busing 
irs after u Pont. 20 
VISCO [ der the gentle 


the Government, Du 
even Olin a helping hand, te 


OLIN MATHIESON 
KA Packaging Division 


SELLING THE CUSTOMER’S CUSTOMER with such ads as this one in Progressive 
make the business more competitive Grocer, Olin Mathieson points out that candy, in cellophane, means greater im- 
It was an easy start. But by 1956 pulse sales. Company also uses consumer publications, promoting retailers’ products. 
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THE CASE OF THE DISAPPEARING CONSUMER 


This year’s consumer, bombarded by a rec- 

ord $11 billion in advertising, often shuts 

her eyes (and her mind) to the steady 
barrage. Marketing men—especially mak- 7 
ers of package goods and durables—some- 
times find they're talking to a lady who 
isn't even there. The solution? Pick a me- 
dium that gets your message seen. By the 
right people. And with high frequency. Pick 
the Post! G The Saturday Evening Post's vital, 
absorbing editorial content makes readers 
linger longer. Your advertising isn’t flipped, 
flopped and forgotten. The new measure of 
media effectiveness — Ad Page Exposure — 
proves readers turn and return to your Post ad 
page 30,861,000 times per issue. Q Your Post 


You get through to people (infiuential 


ad page also gets 37% more exposure 

to the individual reader than the same 

ad in the other big weekly. And your 

ad page in the Post gets seen half a 
million more times among $4,000-and- 

over households than in the other big 
weekly. (Households that spend 24 of 

all durable and package-goods dollars. ) 

Q Clue for marketing sleuths: To turn your 
“missing persons” into buying persons, pick 
The Saturday Eve- 
ning Post — your 


number-one buy for | WS | 
high frequency . 


advertising. 


A CURTIS MAGAZINE 


people) in The Saturday Evening Post 


aim 


] 
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HIGH RENTS! 


NOW, in 80 major marketing 
areas, coast to coast, with 


AMERICAN CHAIN OF WAREHOUSES, INC. 


You eliminate year ‘round HIGH RENTS 
and poy only for labor ond space used 

When you spot-stock with members 
of the chain and your storage and 
distribution is as flexible os the market 
itself. Stocks ore where and when you 
want them, strategically located in the 
heort of the industrial and wholesale 
creas for speedy, low cost delivery 
Credit list reference, modern mechanized 
handling equipment, experienced weare- 
house personnel in routing out of town 
shipments all help increase soles, 
reduce delays, improve profits and keep 
your customers happy 


Write for our FREE MEMBERSHIP DIRECTORY 


which describes the facilities of each member 


WESTERN AREA 
Henry Becker, 53 West Jackson Blvd., 
Chicago, Ill. HArrison 7-3688 


EASTERN AREA 
John Terreforte, 250 Park Ave., 
New York, N. Y. YUkon 6-7722 


AMERICAN CHAIN 


OF WAREHOUSES, INC. 
A Nationwide System of ky 7 
Public Worehouses 


3 


EVERY LINK A STRONG ONE 
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the results of “one of the most com- 
plete, comprehensive ‘help-the-cus 
tomer-sell-more’ programs in all in 
dustry.” 

In typical sales executive fashion 
Johnson insists that “our whole pro 
gram starts with the selection of our 
salesmen .. Olin’s hiring, training 
and motivating of its cellophane sales 
men is concentrated on building a 
high-caliber sales force 

Johnson hires only experienced 
successful salesmen—“men who « x 
celled in college and have at least 
five vears of successful selling.” The 
recruits are trained thoroughly, both 
technically and in selling cellophane 
They are retrained continually 
whether business is good or bad 

While Johnson is justly proud of 
his sales team, he can be equal! 
boastful of the back up that Olin gives 
its salesmen. This support is par 
ticularly strong in advertising and 
promotion, packaging design d 
technical service 
> Advertising and promotion 
aimed not just at selling the prospects 
in each industry, but at helping them 
sell, too 

Olin’s merchandising program in 
the candy industry, for example 
designed (1) to stimulate the consum 
er to buy, through ads in consume 
magazines; (2) to stimulate the rv 
tailer to sell, through ads in retailer 
public ations, and s) to consummate: 
the sale, through free P-O-P mer 
chandising aids given to candy m 
facturers and retailers 

Olin’s ads at the consumer level 
dramatize the theme of, in this case 
“cooking with 


mn 


candy including 
recipes for the homemaker At the 
tailer level, the ad theme is “the 
salesman for candy is cello 
phane.” The P-O-P material. im 
printe 1 with the candy maker's brand 
name includes 4-color posters 
recipe dispense ‘ 

Such individual prog: 
fered to customers and prospects in 
Olin’s cello 
ph ine salesmen “reacted enthusiastic 
ally to this.” exclaims Johnson, “since 
the now } 


nave ¢ mething to give to 


ims are ot 


the six kev industries 


practically all customers, no matter 
what territory they are in.” 

Last vear in the baking industry, 
for example, Olin’s salesmen distrib 
uted 131,000 pieces of P-O-P mate 
rial to almost half of their bakery 
“This is solid proof,” 
savs Johnson, “that our customers 
were aware of our creative efforts and 
that thev apprec iated it.” 


customers 


Other promotional aids available to 
Olin customers include voluminous 
amounts of technical and marketing 
data designed to help solve their pro 
duction and marketing problems. Olin 
also prepares publicity releases for a 
customer's new products and dis- 
tributes these stories to the right pub 
lications 


& Olin's package design service is 
creating about 100 new packages for 
customers’ and prospects products 
this veatr 

rhis selling tool is often used to 
crack a hard-to-sell prospect John 
m trains his salesmen to go into a 
super market and take a package off 
the shelf frequently one a customer 
eved but didn't buy, or one on the 
bottom shelf 
service then redesigns the package 
completel\ 


The « ompany ’s design 


The new pac kage is sent 
to the salesman, along with a thor 
ough packaging design analysis which 
gives the customer or prospect a com 
plete rundown on the new features 
While most packaging materials sup 
pliers offer similar services, Johnson 
boasts that “we have been told time 
ind time again that no one does as 
complete a job as we do.” 
Olin’s Technical Service Depart 
ment helps customers and prospects 
choose the exact type of cellophane 
needed from the variety of types 


his full-fledged packag 


ing development laboratory simulates 


available 


conditions of temperature and hu 
midity to solve customer packaging 
problems by the hundreds every veal 

Probably none of Olin’s techniques 
But this total 


thorough approach to helping cus 


is a really new idea 


tomers sell has proved its success anc 
its value i i 


tool. # 


strategi marke ting 


ranges 


YOUR BEST SOURCE... 


of business gifts at any season is the September 10, 1960, 
Business Gift Issue. It is indexed by product for employee incen 
tives, anniversary remembrances, long-service awards in all price 


BUSINESS GIFT ISSUE 
September 10, 1960 
Sales Management 

630 Third Avenue, New York 17, N. Y. 


September 2, 1960 


How to spoil 
the broth 


A number of activities—in addition to cooking— 
are susceptible to spoilage by “too many cooks,” 
and advertising is certainly one of them. 

This 18 bec ause nearly everyone who can read 
advertising feels that he can also write it. And would, 
"If only he had the ume.” This, therefore, gives 
him the right to rewrite other people’s copy, even 
people who have spent a lifetime acquiring a degree 
of professional competence. 

So everyone, in many companies, gets into the 
copy —engineers, lawyers, product managers—even 
their wives. There may be rare instances where this 
actually makes for good copy. But usually it makes 
a watered-down consomme out of what started out 
to be good strong-s¢ lling broth. 

What, if anything, can you do about 1? 


You can give up in frustration, sigh and shrug 


and philosophically say, “Why fight city hall?” If 


you're an ad manager, you can be the last to put 
your initials on an ad. If you're a sales manager, you 
can stand aloof. If you're an agency man, you can 
take the comfortable attitude that “a good ad is an 
approved ad.” 

Or—if you have enough weight, or are related 
to the Chairman of the Board—you can get a ruling 
that nobody, but nobody, except the advertising 
department gets involved in advertising. This 1s a 
dream every advertising man has—but ts it a good 
dream? Can effective advertising be produced in an 
ivory tower? Even lawyers can have good sales ideas. 
Broth can be spoiled by lack of good ingredients 
just as surely as by too many cooks. 

The third alternative is to keep the engineers and 
the lawyers out of your copy—by getting them into 
your planning. Don’t surrender to them, but don’t 
ignore them, either. Work together; you're on the 
same team. 

We've seen this work too many times not to 


believe in it. We believe in it to the point of making 


it a built-in, organized part of our account service. 
At least once a year (more often, if possible) we sit 
down with client advertising people, and as many 
from engineering, sales, finance, production, etc., as 
seems practical. We talk about their business, over- 
all, and as each specialist sees it. We talk about 
objectives—the ones we've been trying to reach for 
the past year and the ones we ought to be shooting 
at for the future. We talk about the people who are 
the markets, their problems, and what the product 
can do for them. 

There is one main result: Better advertising and 
sales promotion programs. A side effect is that be- 
cause all of the cooks have cooperated in creating 
the recipe, they have little inclination to spoil the 
broth. 


G ebhardt wi {eod, Ine. 


ie ee ee 


NEW YORK « PITTSBURGH + CHICAGO + TORONTO 


Sales Management September 2, 1960 51 


CHILTON'S MARKETING 
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This new 


MARKETING ASSISTANCE PROGRAM 


booklet adds depth to 


your marketing strategy 


Now, under one cover, complete information on every 
marketing aid available from Chilton and its 18 outstanding 
business magazines. 

“A Guide to Chilton’s M-A-P” is a new 44-page booklet 
summarizing hundreds of studies, surveys, charts, maps, 
films, marketing guides, IBM card decks, and a wide range 
of marketing services compiled and kept up to date by 
Chilton Publications. 

This valuable marketing reference source is made possible 
because Chilton (1) maintains close contact with each 
market covered by its publications; (2) firmly believes that 
marketing assistance is a vital function of business maga- 
zines; and (3) has invested many years of effort and con- 
siderable sums of money in assembling its M-A-P. 

Here is specific help in setting up sales territories, finding 
the right buying influences, checking market and product 
potentials, establishing advertising and selling strategies. 

If you are, or could be, selling in any of the markets in- 
cluded in Chilton’s M-A-P, get your copy of this essential 
booklet now. Write for it... or call a Chilton representative 
in your area. 


a 


Chilton / & 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


[Nip P) 


Department Store Economist » Hardware Age + The Spectator - Automotive Industries 
Boot and Shoe Recorder » Gas « Motor Age « Commercial Car Journal Butane-Propane News 
Electronic Industries « Aircraft & Missiles « The Iron Age - Optical Journal « Hardware World 
Jewelers’ Circular-Keystone + Distribution Age + Product Design & Development 
Food Engineering +» Chilton Research Services +» Business, Technical and Educational Books 


ASSISTANCE PROGRAM 
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Florence, daughter of the 


new Confederacy The confederacy is of industry and 
agriculture, the result a new and 


productive South. Florence, single-station 


market of 1,300,000 potential customers, 


is a unique heir of this dynamic union and a 


worthy target for television marketers. 


QOwBTw 


Florence, South Carolina 


Channel 8 + Maximum power + Maximum value 
Represented nationally by CBS TV Spot Sales 


A Jefferson Standard Station 
affiliated with 
WRT and WBTYV, Charlotte 


— Si 


DISCOUNTS 


volume deals draw 
more Federal fire . . . 


.. . but one firm 
makes peace with FTC 


TIED SALES 


ruled illegal again— 
even if non-exclusive 


MARKETING NEWSLETTER 


More marketers are being hit by FIC with complaints charging 
their volume discounts are discriminatory. .. . Now FTC claims 
Westinghouse Electric gave discriminatory discounts to some 
auto lamp buyers. Westinghouse allegedly gave franchised dis- 
tributors an 18% discount on orders of $250 or more, plus an 
extra 5% sweetener if annual purcheses topped $25,000. 


Why it's all wrong, says FIC: “Result of this additional 5 
cumulative discount is that distributors purchasing less than 
$25,000 worth of the lamps annually are charged higher prices." 
Only 33 of 752 franchisees were said to qualify for extra 5%. 
- « « FTC also cites Westinghouse sales to General Motors’ AC 
Spark Plug Division: "Under a negotiated contract, Westing- 
house gives a 29.2% discount to GM, which then sells the lamps 
to its dealers, in competition with other Westinghouse whole- 
salers receiving lesser discounts." 


Here's another side of the puzzling diScount story, from a mar- 
keter who recently settled a discount issue with FTC. The com- 
pany (which must go unmentioned) explains its story like this: 
"From a legal standpoint, this issue could only be decided in 
prolonged, burdensome litigation. Froma practical standpoint, 
we feel that by making certain simple changes in pricing and 
discount policy, we can satisfy the FIC, and we feel that these 
changes will not materially affect our customers' methods of 
doing business with us. ... Ironically, our competitors are 
largely still doing what we've had to cease doing." 


This company and the FIC achieved an uneaSy, indefinite com- 
promise—one that the company finds safer not to talk about. 
An exec put it this way: "When you deal with those boys in Wash- 
ington, they are so vague that you never really know where you 
Stand. You don't know you have transgressed boundaries in their 
sight until they pounce." .. . For the sales exec who seeks more 
light on this subject, we recommend our recent article, "Are 
four Volume Discounts Illegal?"—reprints available (50c 


New restrictions are now clamped on tie-in selling—the old 
practice of urging customers to stock one product for privilege 
of carrying another. In recent significant decision of U.S. 
Sourt of Appeals, Sinclair Refining was found guilty of violat- 
ing Sherman Antitrust Act by refusing to renew dealers' leases 
unless they stocked "Substantial quantities” of Goodyear tires, 
batteries, accessories (TBA). . .. Case is important because 
court ruled the practice illegal even though (1) tie-in selling 
was not written into lease, and (2) dealers were permitted to 
stock competing lines. .. . This decision may boost perennial 
drive in Congress (usually led by Rep. James Roosevelt) to force 
oil companies to guit marketing TBA. 
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— V7 NEWSLETTER continued) 


PROBLEM How can we cut selling costs? Or should we? . . . Marketing 

execs are losing sleep over these questions. The situation 
——— in most companies, in ali industries, is this: Sales are up, 
but profits down in first half. Some firms facing this prob- 
lem: American Tobacco, Chrysler, Du Pont, Goodyear, Merck, Miles 
Labs, Monsanto, National Distillers, Outboard Marine, U.S. Rub- 
ber. Just ten big names, taken at random; there are thousands 
more. . « e« Complicating the situation is that nasty smell in 
the air that customers are tightening up—industrial buyers 
cutting inventories to almost nothing, postponing moderniza- 
tion and expansion; and consumers putting off big purchases, 
spending less on the cuff, holding on to their cash. ... Worse 
yet is that talk you hear everywhere—from Wall Street, bank~ 
ing circles, economists, Washington—that a recession by mid- 
1961 is almost a sure bet. 


selling costs? 


It may be. But we don't think it has to be. We don't think this 
is the time to hold back on selling—or the time to cut adver- 
tising, or call off big fall promotions, or curtail hiring and 
training salesmen, or cut the muscle out of field selling. 
- - - If anything, it's time to get a jump on your competitor 
who does hold back. It's time to sell boldly—as never before. 


MARKETS One large industry wound up the summer with a big grin—sales 
up, profits up even more. Anheuser-Busch, Pabst, Falstaff lead 
PS the brewers in cheering a major sales-profits upturn. Reason: 
: arrival of a thirsty new market. The war babies have come of 

of thirsty new market rt 
beer-quaffing age. A decade-long decline in beer drinking may 
be over. . . « National and regional brewers are promoting their 
brands like they really believe it. 


TRAVEL Weekend air travel and shipping will be disrupted Saturday, 
Sept. 10, to permit a U.S.-Canada air defense exercise, All 
upset slated for airline, company, private plane travel will be knocked out for 
; al six hours. Airlines will be jammed with passengers and freight 
air travel, shipping : 
before and after grounding period. During exercise (hours vary 
by time zones—from 2-8 A.M. Eastern Daylight to 11 P.M.-5 A.M. 
Pacific Daylight about 1,000 commercial flights, carrying 
37,000 passengers, will be grounded. 


MISCELLANY It's time to start planning exhibits for '64 World's Fair in 


New York. Some companies are already leasing space, setting 

news and ideas up budgets, allocating exhibit areas to product lines... . 

of marketing note Sales execs can now take advantage of two-way, air-to-ground 
telephone service in the New York-Washington-Pittsburgh tri- 
angle as well as Chicago-Detroit corridor. Passengers flying 
within these areas can make phone calls world-wide. . .. More 
than 15% of all shipments of food products are under the weight 
Stated on net contents, says Food & Drug Administration. ... 
Of 280,000 U.S. manufacturers, only 12,000 are active market- 
ers abroad. . . . Today, opulent Americans own 75 million cars, 
buses, trucks—more than rest of world combined. 
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“Our two-page spread ad which ran in Loox's Magazone 3 
is the greatest single thing this company has ever done in 
advertising,” says R. F. Mayer, Advertising Manager, Feder- 
ated Insurance Company. 


The Federated Insurance Company of Owatonna, Minnesota, 
recently chose the LOOK Magazone Plan for the introduction 
of its company and sales representatives to the Southeast. Ac- 
cording to Ad Manager Mayer, a two-page spread in LOOK’s 
Magazone 3-(Feb. 2, 1960 issue) “buoyed up the spirits of the 
representativesgiving them new pride in their company and 
themselves. More importantly, it led directly to sales,” 


LOOK 


Federated 
writes them 
Look 

sells them 


In summing up, Mr. Mayer says, “We feel that our adver- 
tising dollar has never brought a greater return.” He adds: 
“No one who knows salesmen would have dared to forecast the 
virtually unanimous enthusiasm expressed by our sales force for 
the accomplishments of this ad!” 


As a result of the success of this first insertion, Federated has 
ordered additional spreads in Magazone 5 and Magazone 3. 


In the past five years, LOOK has gained more circulation and 
more advertising revenue and more advertising pages than any 
other magazine in its field. One reason is LOOK’s outstanding 
record in producing sales results. For Loox means sales. 


Federated _ 


pcerdeghegligg rn) 
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GILBERT EDWARD JONES 


DYNAMARKETER 


‘Mr. Data-Processing Shoots 


By LAWRENCE M. HUGHES 
yenior Editor 


The mortal sin is to lose a 
customer.” 
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for $1-Billion-a-Year Sales 


That “nice kitty” feeling one gets from talking with 
Gilbert Edward Jones, 43, is deceiving. His associates 
say he can be a “tiger.” And in his pleasant way Gil 
Jones admits to “a reputation for being fairly tough.” 

In his job he has to be. Running the “sellingest” opera- 
tion in probably the “growingest” big business . . . striving 
to strengthen hard-won leadership against the mounting 
onslaughts of multiplying pars: te he could hardly be 
otherwise 

Even before IBM's present divisionalization, and while 
he was the company’s general sales manager for electric 
accounting mee a. he made plenty of use of the 
slogan, “Always be a winner.” 


> Today, his title is president and general manager of 
IBM’s Data Processing Division. This job embraces onl) 
sales and service, and only in the U.S. But though some of 
the corporate brass on Madison Avenue, Manhattan, may 
not approve of the metaphor, the DP Division tail in White 
Plains, N.Y., increasingly is wagging the whole IBM tiger 

Specifically, in six years of “electronics,” the DP Divi 
sion has grown to represent perhaps two-thirds of all 
IBM's $1.3-billion volume. And despite the fact that 


electronic data-processing no longer is a very private fight 
Gil Jones’ group still does probably 75% of the entire 
industry's sales 

With rental business still rising 15%, and outright sales 
33%, Jones can now “hope that we'll become a billion 
dollar division this year. And it is our ambition to double 
our present rate by 1964.” 


More than 90% of the division’s revenue comes from 
rentals. But Gil Jones and his 1,800 field salesmen are 
still glad to make an outright sale to you (and 23,000 
other customers) of a simple pun h card installation or a 
$10-million-and-up computer 

The Data Processing Division embraces 23,000 people 
Including industry and other specialists, its sales staff 
totals 5,000 


> Gil Jones calls his “three primary jobs: (1) keeping 
track of customers; (2) making sure the product divisions 
give us the equipment to meet the current marketing 
climate (“Let’s not let the lab people live in an ivory 
tower”), and (3) “developing people.” 

He does not seem concerned over the fact that “organ 
zation is not my strong suit,” and he points out that 
“stimulating salesmen is the primary need.” 

Che young sales force—average age under 30—must be 
stimulated not only to outsell competitors but to “outsell 
themselves.” Every salesman who has survived the 18- 
month trainee and probationary field representative peri 
od is a “sales executive.” 

The DP division’s 5,000-member marketing force is 
being expanded at a rate of 800 a vear. Of these, 200 
become field salesmen. The men picked are mainly MBA's 
Masters of Business Administration). “Thev should know 


math,” says Harvard graduate Jones, “but they don’t have 
to know selling.” 

A young trainee starts at $6,000, and may go on his own 
as a “sales executive” at $7,200. Average earnings of all 
1,800 are now about $15,000—derived 50-50 from salary 
and commissions. But several men have earned $50,000 
and up, and Gil Jones can think of “more than 100” who 
earn $25,000 and more. 

Among the latter are more than 50 account managers 
on the largest customer companies. On such big accounts 
as Prudential Life, General Motors or AT&T, the account 
manager heads a sales group of 14 or 15 men who “live” 
with the customer. These specialists are trained in ad- 
vanced IBM sales schools—on banking and insurance and 
23 separate industries. 

“You may be sure,” Jones says, “that our oil men, for 
example, know the oil industry.” And in addition to 
knowing “more about data processing systems and applica- 
tions than all our competitors combined, I believe we 
know more than any other group in our industry about 
the whole economy.” 

Among the 500 specialist field men are those who sell 
the U.S. Government. “Their number one job is to make 
sure that each Government installation is profitable to the 
Government.” They work on straight salary: “We don’t 
want to pressure Uncle Sam.” 


> The “business” part of the 1,800-man force is divided 
Part of the staff concentrates on the 500 largest manufac- 
turers (Fortune’s list) and 250 other leading factors in 
such fields as transportation, utilities, merchandising and 
banking. The other half of the business force works geo- 
graphically on 23,000 customers—whose ranks are swelled 
at a rate of 1,000 to 1,200 annually. 

Especially with the blue chip companies, Jones explains 
“the mortal sin is to lose a customer.” (This problem is 
complicated by the fact that the great bulk of the divi- 
sion'’s revenue comes from rentals, under which a custome 
can cancel at any time.) 

“If a man loses an account because of negligence, he’s 
fired. . . . But if we're convinced that he did his best, he’s 
kept.” 

Last years turnover, among all the then 1,300 DP 
Division's salesmen, was only 3%. Nearly all of it was 
from weeding out trainees. “After a man goes on quota,” 
Jones says, “he has to fail two or three times before we 
let him go. Of course, in setting individual quotas, we 
consider business trends in industries and areas. We do 
a lot of things to make it easy for the men to succeed.” 

The elder Tom Watson learned about contests and 
quotas and incentives from John H. Patterson of National 
Cash Register in Dayton, where Watson was sales man- 
ager 45 years ago. In fact, he learned to out-contest 
Patterson. 

In IBM’s Data Processing Division, quotas are set sub- 
stantially higher for every salesman every year. But they 
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GILBERT EDWARD JONES 


continued 


DYNAMARKETER 


are achievable. “In a good year,” 
Jones points out, “75% of the men 
make quota; in a bad vear, about 
50%.” (A check of that hard-goods 
recession vear, 1958, when new or- 
} } 


lers declined and onl the filling ot 


arlier orders kept revenue ahead 
showed that 49% made quota 
The DP field force has « xpanded sO 
fast that 75% 
on quota for less than four vears 
Just a decade ago the 


of the men have been 


electronic 
" was Rem- 
ington Rand and its much-touted Uni 
vac. “We were caught sound asleep,” 
Gil Jones admits. Not until Januar 
1954 did IBM catch up 
Bv the end of 1954 IBM had mack 
61 large installations Rem Rand's 
total then, after five years, still was 
my. 22. Today, IBM installs 80% of 
the big stuff (price-tagged at $1 mil 
i or more) of an industry which 
embraces: (1) such established “busi 
makers as Burroughs 
and National Cash Register; (2) such 


vigorous invaders as 


data processing “industry 


ess mac hine 


Ampex and 
Minneapolis-Honeywell; (3) such ver 
satile electronic giants as GE and 
RCA, and (4) such foreign contenders 
here he French Bull and the Ital 
ian Olivetti « ompanies 

Big stuff includes IBM’s $10-mil 
lion-and-up stretch computer, able to 
handle 75 billion « 


mmputations in one 


have helped IBM, since 1954, to rise 
from 6lst to 27th among all manu- 
facturers in sales, and from 24th to 
13th in net profits. Last year, among 
all manufacturer  sales-billionaires, 
IBM, with 11.1% profit on sales 
ranked fifth 

Though Rem Rand has kept going 
and growing (largely through merger 
with Sperry) it now ranks 42nd in 
sales, 94th in profits. Its profit-to- 
sales ratio in 1959 was onlv one-fourth 
as high as IBM's 

Gilbert Edward Jones is too busy 
selling to spend time making invidious 
comparisons. In a business which 
may treble in the next decade (and 
some superoptimists expect electronic 
computer revenue to multiply 30-fold 
he is pleased to note Fortune's state 
ment that “no competitor expects 
IBM's share to drop below 50%.” 

But all this may mean merely that 
IBM's Data Processing Division sim 
ply will have 
as hard 


to sell three or 30 times 


Jones intends to do his part of it 

Competitors go in for high-level 
selling Can you imagine Sperry 
Rand's Gen. Douglas MacArthur call 
ing on a mere comptroller?) Gil Jones 
and his group sell at all levels. At one 
leading railroad Jones himself is busy 
cultivating, among others: one board 
chairman, one president and four 
Ss 


He was glad to take an extra ten 


deep-seated | dent was e 


an by political) With the ny 
stirring po 


s 
the latter 


$582,053,000° 


DAVENPORT NEWSPAPERS at 
tract more buyers to your products 
1 this cor iple ‘ 

market because 

Only DAVENPORT NEWS 
PAPERS provide 100% circulatio: 
in Davenport and Scott County 
lowa, plus widespread Rock Island 
County, Illinois, coverage 

DAVENPORT NEWSPAPERS 
provide the largest evening circu 
lation and the only Sunday paper 
in the Quad-Cities 


QUAD-CITY MARKET 


t # 4 hy 


DAVENP 


% 1960 Soles Mgmt Survey of Buying Power 
Represented By Jann & Kelley, Inc. 
Circulating Davenport and Bettendorf, lowo 
Rock Island, Moline, East Moline, Illinois 


60 Sales Management 


RT 
rd 


mane 


NEWSPAPERS 


September 2, 1960 


minutes to try to rent me a computer 
Thus far electronic computers have 
been used primarily to automate cleri- 
cal and bookkeeping functions. IBM 
people, however, envision the use of 
data processing in planning and con- 
trolling broad business operations. 
Advertising will have a role in help 
ing IBM set tomorrow's pace 
aie “electronics,” during the 
punch card era, getting business ma 
chines bought was largely a personal 
selling operation. IBM's advertising 
then was relatively modest 
But in introducing new bank equip 
ment last year, Gil Jones tested ad 
vertising in banking publications and 
newspapers — with sales calls, meet 
ings, discussions, letters and publicity 
“If a bank had been exposed to all 
six devices,” he told the Assn. of Na- 
tional Advertisers last November 
reached 100% It 
took at least three media to get real 
understanding, and at least five to get 
any degree of conviction.” Yet, in 
every case, “advertising, when teamed 
with one of the others, won the high 
est percentage of conviction.” 


“ omprehension 


> By some standards the Data Pro 
essing Division still is a modest ad 
vertiser. But Jones tells SM that its 
$1.1-million expenditure for 1960 
now placed through Marsteller, Rick 
ard, Gebhart and Reed agency) still 
represents a $400,000 increase from 
1959 

Nor is he averse to borrowing—for 
internal purposes—another’s slogan. In 
a recent letter to field managers and 
others he suggested adapting a Du 
Pont slogan: “Make it easy to do busi 
ness with IBM.” 

The man responds. When I men 
Romney, he recalled 
Romney's “Four F's.” 


tioned George 
Nations and 
other social units, it seems, undergo 
four stages. From fetters (or slavers 
they are lifted by faith (and some 
effort) to freedom. But unless the 
unit keeps striving ahead, it is pushed 
down by folly. 

Jones is frankly idealistic. He sub 
scribes to Norman Vincent Peale’s 
“positive thinking,” was stimulated 
by Cronin’s “The Northern Light’ 
and Abraham Lincoln's progress up 
ward. “There’s enough sordidness in 
life,” he savs, “without looking for it.’ 

And he is competitive—even after 
hours. At Point-of-Woods, L.I., and 
Edgartown, Mass., he matches wits 
with the fish. Though he plays “all 
games badly,” he is sure that effort 
and training will win out. His sport 
ing repertoire ranges from skiing, golf 
and tennis, to bridge and chess. He 
boasts that “I won at squash. . 

“Of course, I happened to have a 
good handicap!” @ 


“We transport your shipments 
from door to door* 
at no extra charge... 
not a single cent more” 


~says the Railway Express Eager Beaver og 


A 


t SHIPPING | |peceivinel 


a 


Door-to-door delivery within published limits* by Railway Express 
doesn't cost you anything extra. And you can ship to any of some 
23,000 communities in the U.S. What's more, now you can save 
up to 60% on certain commodities at our new low rates. Shipping? 
Receiving? Today's a good time to call your local Railway 


Expressman—and get full information about Eager-Beaver Service! 


LET THE EAGER BEAVER DO IT! [=== 
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WHICH SALESMAN 
HAD THE TONIC? 


That’s an easy one. There’s one business tonic that never fails. It is a spir- 
ited contest . . . with merchandise prizes. Without such a tonic, now and 
then, salesmen naturally slow down. And so do sales. Our promotional 
programs have stirred up an uncommon amount of interest. Sales Man- 
agers keep telling us: “Your programs have zest and originality’ 
“your materials are great’ . . . “the merchandise is exciting and well 
selected’ .. . “what | like best is your Allowance Plan; my sales mate- 
rials now cost us nothing ... we appreciate your lower prices on the 
merchandise in your Prize Books”’ 

May we tell you more2 


C Y~ 
PREMIUM & INCENTIVE DIVISION 


G Rechlin, Manager 


444 W. WASHINGTON ST., CHICAGO 6 (Phone Financial 6-5400) 
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$54,284.09 to Buy from Today's Newspaper 


For $54,284.09 you could have purchased one of a 
kind of the products and services advertised and price 
marked in a New York City newspaper last Tuesday 

This would have given you ownership of a suit, a pai: 
of shoes, a tie, an 89c martini, a 1958 Chevrolet, a jar of 
instant coffee, a tourist flight :o Hawaii, a new house, a 
$500 stole, an island cruise, a $6.90 ticket to a Broadway 
hit play, a prospector’s guide to Alaska, a $350 “put and 
call” (stock option) and dozens of other products bought 
by someone every day 

This simple addition brings home the tug of war that 
goes on daily in the minds of Mr. and Mrs. American 
Consumer on how to spend their money 

Today our advertising dollars must pull our prospects 
to our kind of produc t as well as to our brands. The con 
sumer has a vast list of options He can purchase a new 
car for the family or take the family to Europe. The 
maker of a sports jac ket may lose a sale to a « ouple that 
prefers to spend the money on a night on the town 
dinner, theater, nightclubbing 

Actually, throughout most of the vear, the American 
consumer would need even more than $54,000 to purchase 
one of a kind of the things offered to him any day in his 
daily newspaper 

This is a measure of our standard of living today and 
a dramatic example of both the freedom of choice enjoved 


by Americans and the competition faced by every manu 
facturer. 

The people who work in plants and offices should 
realize what their sales department is up against in finding 
steady, profitable markets for the goods they make, o1 
the services they provide. Today, more than ever, those 
outside the sales demetenie need to be informed about 
the role that advertising, personal selling and other forms 
of promotion play in maintaining good jobs throughout 
the vear 

They should know that not only are the salesmen work- 
ing for them (instead of being n.g. underpaid loafers as a 
minority is said to feel!) but that they—every man or 
woman in plant and office—can help to make or break 
sales, and that the sales volume directly affects their pay, 
their job security, their possibilities for advancement 

Workers, supervisors, inspectors and shipping depart- 
ment workers can lose future sales or insure them, ac- 
cording to the degree of their care; courtesy and prompt- 
ness by those who write letters or handle telephone calls 
can influence future sales almost as much as the salesmen 
Only when the entire staff is sales minded can the com- 
pany compete with conspicuous and growing success 
against the makers of the $54,000 worth of other products 
advertised in today’s newspaper (or magazine or TV o1 
radio) 


To those who wish to reprint in employee house organs, SM will grant publication rights upon request. 
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Distribution Age and its M-A-P 
help you sell a 3-in-1 market: 


TRANSPORTATION 
WAREHOUSING 


MATERIALS HANDLING 


The one magazine of physical distribution is Distribution Age. 


The major source of complete marketing help in the constantly growing 
3-sided market is Distribution Age’s M-A-P. 

This comprehensive Marketing Assistance Program can put you 
directly in touch with the men responsible for air, highway, rail and water 
transportation; public and private warehousing; and the handling of 
raw, semifinished and finished materials and products. 


Published information available to you includes a complete Directory 


and Census of Physical Distribution Function, a profile of today’s indus- 


trial traffic manager, Annual Warehouse Directory, Transportation 


Annual, Industrial Truck Specifications, a study on how to build a ware- 
house, and media facts. 


Prime contributions by Distribution Age 
Back Routing Guide, Birdy-Back Guide, 


Fishy-Back Guide and the 
Highway Quick Router. These are Distribution Age editorial firsts. 
They will be emphasized in the T 


lransportation Annual for October 1960. 


to industry include the Piggy- 


Distribution Age combines editorial excellence, quality-controlled cir- 


culation, and marketing assistance in depth to offer you a unique market- 
ing opportunity in the 3-in-1 physical distribution market. See your Dis- 
tribution Age representative now. 


Chilton 


COMPANY 


‘hestnut and 56th Street Philade'phi 1, Pa 


DISTRIBUTION AGE has a qualified circu 
lation of more than 27,000 among executives 
concerned with physical distribution and 
handling of raw, semifinished and finished 
commodities. Published monthly, it reports 
and interprets the latest news in transporta 
tion, warehousing, packaging and materials 
handling, with editorial emphasis on efficient 
handling and low-cost distribution. 


TRANSPORTATION 
WAREHOUSING 


MATERIALS 
HANDLING 


DISTRIBUTION AGE 
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for 
the 

price 
of 


pe 
a. 


- 


and then some! 


Parade gives you twice as 
many advertising readers 
per dollar as any of the 
“big three’ weekday 
magazines. One good 
reason—distributing 
newspapers reach nearly 


every home in town. 


PARADE 
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Everybody Likes the Compacts 


For the fifth straight year National 
Broadcasting Company has assembled 
a workman-like study of the automo- 
tive industry; this year with heavy 
emphasis on the reactions of the car- 
buying public and the dealers who 
sell to them, to the new compact cars 
Some 13,000 interviews were con- 
ducted to achieve three basic obje« 


tives: 


® To learn new facts about the 
compacts to measure 
dealer and public reaction to 
the cars 


lo answer the question, “Who 
are the new car prospects?” 
and to compare prospects and 
non-prospects on attitudes t 
ward the 60 models 


© To find out how to influence 
the total car-buying public 


Consensus is overwhelmingly in 
favor of compact cars. Compact deal 
ers were asked, “Are the new ompact 
cars a good idea?” Only 2% said “no.” 
But 44% were agreed that the com 
pacts have hurt their standard cat 
sales. One-third felt the compacts 
hadn't taken away any of their stand 
ard-size business. And a surprising 
22% actually felt the compacts have 
helped their standard-size business 

Then NBC asked dealers who hav 
no compact car franc hise what the 
felt about compacts. Nearly six of 10 
of these dealers said the compacts 
have had no effect on their sales. (As 
a side light, almost 75% of the Ram 
bler and imported make dealers in- 
sisted that the domestic compact cars 
have boosted their sales! 

NBC’s study purports to show that 
TV is playing a dominant role in the 
sale of the new compact cars Almost 
two-thirds of the compact car dealers 
chose TV as the most effective me- 
dium in selling the idea of new cars 
And, says NBC, more declared pros- 
pects and their undeclared brothers 
say that TV advertising stands out in 
their dominantly than 
newspaper oi idvertising 


minds more 

magazine 
combined 

Seemingly nearly every dealer fay 
ors the compact. Asked “Are you in 
favor of medium and _ high-priced 
makes bringing out their own small 
cars?” close to eight out of 10 dealers 
said “Yes.” About 8% didn’t 


care 
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‘What kind of advertising has been 
most effective in selling the ‘cea 
of the new smoil/ cars P* 


Dealers selling new « Ompoct cars name 


And less than one-tenth definitely 
didn’t want a compact in their stable 

But a when 
these dealers were asked if they, per- 
sonally, want a compact franchise 
Only 58% said they did. The differ- 
ence between those in favor of more 
compacts, per se, and those who said 
they either don't know, or are only 
luke warm is probably not as great 


disc repanc y arose 


as it looks: For only 7% said they were 
definitely not interested in handling 
1 compact 

The car-buying public, on the other 
hand, seems to know pretty well what 
Asked if the: 
would consider a compact car with 
luxury features, a resounding 59% 
said “No.” Less than a third of re- 
spondents felt this-way-that-way 
about a luxury compact offering. A 
mere 11% said “Yes.” 

But advertising, no what 
the medium, probably doesn’t make 
the final sale; it exposes the prospect 


to the car, does some pre-selling and 


it wants in compacts 


matter 


reates a car-buying climate. Then the 

prospect does his own comparing. The 
alike 
interviewed in dealers’ 
said they had looked at 
ther makes. The prospects averaged 
1.8 other makes; the non prospect 
vho may be more prospective than 
ie imagines), 1.6. 


prospects and non prospects 


who were 


howrooms 


} 

While prospects and non prospects 
don’t differ too much in their atti 
tudes toward cars, they do differ in 
age and income. Prospects tend to be 
older; only 35% of all prospects in 
auto showrooms were under 35 vears 
of age. The non-prospects: 42% ‘were 
under 35. @ 


| 
East North 
Central 
Market 
accounts 
for 28.87% 
Of the nation’s 


“Manufacturing 
employment fy 
in 57,532 plants  —Ssi«s ae 


| but—where is the real industrial buying power 


in this area? 


Another 


for the largest city in 
Macecachucette... 


ESTER 


Betsy Rawls, winner on July 23, 1960 at the Worcester 
Country Club, Worcester, Mass., of the U.S.G.A. Women’s 
National Open Championship — the first woman in American 
golfing history to win this title four times. She and fifty othe 
women played before one of the largest throngs ever to watch 
this NUMBER ONE feminine golf event. 


A tournament of this size required an outstanding course and “major league” support. The Wor 
cester Country Club filled the bill, and Worcester filled the fairways again, just as they were filled for 
the U. S. Open in 1925 when Bobby Jones forced Scotland’s Willie MacFarlane into the now histori 
double playoff for the title... or as they were packed for the 1927 Ryder Cup Matches, the first eve: 
played. 

Golf is but one facet of Worcester’s claim to fame in sports. Lake Quinsigamond is one of this 
country’s three leading rowing courses, the scene of the 1952 Olympic Trials, the 1960 Eastern Inte 
collegiate Rowing Championships, and the 1961 National Intercollegiate Rowing Championships. 


This kind of leadership is strongly reflected in Worcester’s position as one of the nation’s “TOP 
50” Markets — 43rd in spendable income, 48th in population, an important BILLION DOLLAR County 


Worcester stands for big business, yours included. 


Circulation: Daily 155,015 Sunday 103,332 rT 


WORCESTER TELEGRAM [dg a qo 

. uJ 
The Moloney, tt Ane : 
The Evening Gazette | cepege me 


Regan & Schmitt 


representative 


ous eumiee | SUNDAY TELEGRAM | 


Owners of Radio Stations WTAG ond WTAG-FM 
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Man Stealing — 
Where Does It Get You? 


. . « Behind the eight ball, usually. At times, just where you 
want to be. . . . But there are better ways to build a sales force. 


By HARRY G. SWIFT 
Harry G. Swift and Co. 
Training and Sales Consultants 


I here are darned tew sound reasons 
for stealing your competitors’ sales- 
men. I admit there are a few. But it 
is the incompetent, the pressured, or 
the lazy sales manager who is most 
inclined to steal men instead of de 
veloping them 

This is usually the manager who is 
afraid of his job, afraid of his com- 
petitor—and in doubt of his own 
ability. You find fear at the root of 
all mediocrity—and also at the root of 
most questionable business practices 
Stealing your competitor's men is gen- 
erally a pretty questionable practice, 
ind not simply in the ethical sense 

Let us an when it might conceis 
ibly be justified to steal a man, and 
examine a few examples What is the 
case against stealing? What might be 
alternatives to stealing? And how can 
companies avoid the pressure to steal? 


> There are instances when taking a 
competitor's salesman is not actually 
stealing. Here is a company that you 
know, by way of the underground, is 
going out of business or about to be 
merged. Victor B. is a man you've had 
vour eve on and long respected. You 
grab him before he lands on the 
street. You've probably got a good 
man for life. And he’s grateful to you 
Management is putting pressure on 
you to fill a spot in your territory 
fast. There isn’t time to train a man; 
you don’t want to move anv of your 
own top men, who alone could fill the 
job (or they would resent being 
moved). You're in a spot. And here's 
a man who has hinted that he doesn’t 


get along too well with his sales man- 
ager. If you take this wav out, O.K 
But better ask yourself: Am I going 
to be able to handle him any better? 
Can I be sure he isn’t the sort who 
easily develops personality conflicts? 
How much will he have to unlearn 
before he'll fit into a new outfit? 

We've all known company manage 
ments that never will provide a sales 
manager with adequate means, tools 
and time for training and developing 
men, yet put the thumbscrews on him 
to produce. A competitor that fits this 
description has split up a territory, 
and the good man who is in charge 
of it is disgruntled. It wouldn't take 
much to win him over. He knows all 
the people you wish to reach; he’s 
been selling them successfully for 
your strongest competitor 

If this company’s management had 
been wise, instead of splitting his ter 
ritory it might have given him a junior 
assistant, and let a split, when advis- 
able, evolve naturally. On the other 
hand, is it the nature of this other- 
wise good man to get disgruntled if 
things don’t go his way all the time? 
If he had the stuff in him, might he 
not have adjusted to the new situation 
and come out on top? 

Before taking him on, I'd want to 
be sure he was the victim of injustice 
Otherwise, besides proving a liability 
in the long run, he might upset the 
other salesmen on my staff by spread- 
ing fancied grievances. 

Genuinely unfair treatment is cause 
enough to give a good man a better 
chance. I know a business owner who 
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regards his salesmen as one of his 
commodities. He employs good men 
at $325 a month—with promises of 
advancement that never materialize 
They are provided with a company 
car and sell wholesale trade in the 
company’s field. What this owner does 
not realize is that he is getting what 
he is paying for—and no more. The 
men soon catch on. I happen to know 
that thev sell hard for him half a day 
then take his car and sell for some- 
one else the other half to make up 
their livelihood. Such men deserve 
jobs where they'll be appreciated 


> People wondered why Bill quit 
Company M and went over to Com- 
pany F. He had such a good position 
with M. He had. Then management 
cut his territory; he took that. They 
raised his quota. He made it. They 
cut his commission as he built vol- 
ume. He had been earning a 35% com- 
mission. When they transferred him to 
Arkansas—a new territory—they gave 
him a 5% cut in commission. 

Now 2%% went to the man who 
was supposed to be his supervisor, 
and 2%% was held in reserve, to go 
to him if he made quota for three 
months running. But they jumped his 
quota so high that, good man though 
he was, he never could make it. He 
went over to his company’s strongest 
competitor. He initiated the move 
But they welcomed him. I can’t say 
they were wrong. 

There’s one more quite valid reason 
for taking over one of your competi 
tors men. He is top salesman in a 
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SLIDES? 


; PET YSS5 es 

out eM Pe y 
seq op NEE? 

busi! 


For helpful hints, friendly 
suggestions or technical advice... 
that can save you time, avoid errors 
or help you get the kind of repro- 
duction you want, just call JUdson 
2-1396. You'll be talking to Ad- 
master, America’s headquarters for 
slide know-how and reproduction 
facilities. Any size or type slide... 
color or black & white...one-of-a 
kind or large runs...Admaster can 
do the job right. Tough deadline? 
Admaster offers SAME DAY 
SERVICE on all types of slides... 
including color! As long as it has 
something to do with a slide, give us 
a call... anytime. 

FREE! Send for your copy of 
“Practical Specifications for Visual 
Aids”... packed with valuable slide in- 
formation. 


Admaster 


PRINTS, INC. 
ADMASTER BUILDING 
1168 SIXTH AVE., N.Y. C. 

JUdson 2-1396 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
we have published. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 
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tightly owned family concern. All the 
executive posts are held by family 
members. Nepotism is the rule when 
desirable vacancies occur. Obviously, 
the road to advancement is cut from 
under this man. He is naturally in 
terested in opportunities elsewhere. 

I've had managers ask: What's 
wrong with taking good men where 
vou can find them? They're free; the, 
knew where they want to work. My 
first reaction is that vou have to de 
cide where vou stand ethically. Sec 
ond, are you going to benefit by steal 
ing men? 

You don’t want a man unless he 
is doing well. If he is effective where 
he is, very likely he is over 30, in 
solid with his company, making good 
money, You'd offer him 
more money to come with you? What 
are you doing—educating a man to be 
disloyal and paying him a premium 
for it? How do you know that, now 
that you've started him on this tack, 
someone else isn't going to lure him 
away from you? Even if you can hold 
him, it’s going to take a lot more 
money than you anticipate 

On the other hand, if you can get 
him easily, where's the catch? Could 
it be that he’s not doing too well and 
his company is about ready to fire 
him? If the other sales manager 
couldn't make a winner out of him 


can vou? 


and happy 


Here's a man who tempts vou with 
his “following.” Perhaps you have 
been eveing his apparent rapport with 
customers vou'd like to have. He's 
sure he can swing them over to your 
company. If scruples don't trouble 
vou and you bite, you'll likely regret 
it. When the man starts calling on 
“his” old customers, he~and you—may 
be chagrined to find that it was the 
other produc t, the other company and 
its services, they were buying, not the 
salesman. If it were otherwise, why 
couldn’t vou win them without him? 


& There mav be exceptions in such 
specialized fields as investments o1 
insurance. In commodities you might 
with luck, get a third of a salesman’s 
contacts—certain|s no 
vorth it? 


“Our company is opening up a new 


more Is it 


territory,” a sales manager says des 
“I've got to find two good 
men, but quick. They sprung it on 
me. I guess they couldn't help it. Our 
competition just went in there ahead 
of us and, if we don't jump in now 
we wont stand a chance. I've got to 
have experienced, hard-selling men 
who know the product I wonder 
if 

He wonders if, in his mind, the 
only solution isn’t to lure a couple of 
good men away from the other com 


P rately 
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Thirty-Five Years and 
Then Some .. . 


Author Harry G. Swift had plenty 
of opportunity to note all the why’s 
and why not’s—of man stegling, in 
his own 35 years in sales, and he stil! 
sees them as head of his own sales 
consultant and training firm. For many 
years a sales manager fer Marchant 
Calculators, Inc., he has also served as 
secretary of the San Francisco Sales 


Executives Assn 


pany. Ac tually, management ought to 
be sold somehow on the shortsighted 
ness of such a crash approach. Don't 
fill a territory until you have the right 
man or men—men who are your men 
sense and who will be a 
credit to the company. It's better tac 


im every 


tics to leave a territory empty unless 
you can go in with full confidence in 
your representatives. A man you can 
steal isn’t likely to justify that neces 
sarv confidence 

A sales manager in immediate need 
of a ready-made salesman sometimes 
is seduced by the perennial floaters 
I call them 3-yvear-men. It’s true they 
often have good to-excellent sales re« 
ords They have held good jobs with 
fine companies They usually appear 
to have good reasons for changing 
iobs. The truth is, if you look into the 
record closely, that they are men who 
can't abide a job for more than two 
three or four vears at a stretch. They 
get restless, bored, build up some 
mysterious inner tension, and have to 
quit and go somewhere else 

You'll find out about this only after 
vou've invested a lot of money, effort 
and misplaced confidence in getting 
one of them launched, trained, de 
veloped and settled in a good terri 
tory. About the time you think vou're 
all set with a good producer, he’s off 
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Missing \A 


2 , inland Valley. Inland is the nation’s richest income 
@ Actually, total effective buying income i A aac Ree Na pan Bl h 
of more than $3 billion p ng agricultural mar a mushrooming 
industrial complex. 

And inland Valley families read and respond to 
their own newspapers — Bee newspapers. Coast- 
side papers make no impression here. Your ad 
Look close up at the California Coast Range. See belongs in the Bees. 
how it separates the ocean shore cities from the Data source: Sales Management’s 1959 copyrighted survey 


M°CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES O'MARA & ORMSBEE 
McClatchy gives netional advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 


@ Greater automotive sales than each of 21 states 


@ Not covered by San Francisco and 
Los Angeles newcpapers 
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Men you want to reach 


Wm. White, President, The Delaware and Hudson Railroad Corporation 


“Railway Age is must reading for 
me, and has been for over 40 years” 


Mr. White’s business reading custom is shared by an over- 
whelming majority of railroad executives. As he says, “It is 
the best medium for keeping abreast of progress in the art of 
railroading and the development of new products. It is also 
‘must’ reading for our operating and maintenance supervision. 
It keeps us from being isolated.” 

Railway Age is the up-to-the-minute management weekly 
railroad executives pay to read. It’s a Monday morning “must” 
for 96% of the presidents, 97% of the chief operating officers, 
87% of the chief purchasing 


officers — the decision makers, 
those who most influence the RAILWAY AGE 
purchase of your product. THE MANAGEMENT WEEKLY 


The Semmens boaréman Ravtway Group 
inctudes these 4 monthires. each pin 
pointed to # different prowect-group 
within the industry @ Locomotives and 
Cars @ Track and Structures @ Signal 
ing and Communications @ Purchases 
and Stores 


Simmons-Boardman Railway Publications, 30 Church St., New York 7, N. Y. 
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again, putting out feelers elsewhere 

The same is often true of a man 
who reaches the fateful forties and 
develops the restlessness or anxieties 
of the male menopause. He's been 
with your competitor for 20 vears 
suddenly decides he’s wasting his life 
sticking in one spot like this. Here's 
a steady man ie isn't appreciated 
where he is, you may think after lis 
tening to his story and looking at his 
record. Many companies take advan 
tage of this mid-life restless phase 
that develops in good men 

But it mav be well to think hard 
before jumping at this “find,” not be 
cause the man is fortvish—he mav be 
in the prime of his capabilities but 
because some unrecognized inner ten 
sions may make him a liability to him 
self and to vou. He would be better 
idvised to stay where he is and seek 
medical or psvchiatric help until he 
finds out what he really wants 

If its unsafe in most instances to 
look for sales material—or, for that 
matter, executive material im 
competitors’ front yards, where 
good men to be found? Must a com 
pany always start from scratch wit! 
green voungsters and stick with vears 
of training developing and maturing? 
Not necessarily. There are some im 
aginative ind even exciting alterna 
tives to both this slow approach and 
to the supposed short cut of stealing 
1 call it talent scouting 


& Every man, woman and child is 
salesman at some point Every com 
pany has in its plant, its offices, its 
warehouse, anywhere, unrecognized 
sales material. The sales manager with 
a sense of human adventure will be 
gin by seeing every man he encount 
ers as a potential salesman, then keep 
his eyes open for the qualities he 
seeks for his particular field 

“But I need someone who knows 
my product,” a sales manager argues 
Is this imperative? At most, product 
knowledge represents 25% of a sales 
man’s value. The other 
from the right qualities and attitude 

But assume that product knowledg: 
is of prime importance because of th 


me 
i~a 


comes 


technical nature of the commodity o1 
service. How about looking in vow 
own organization? Let me illustrat 
A certain company needed an out 
standing man, had looked about with 
out being satisfied. In the compan 
was a man, no youngster, who had 
been for some years on the price desk 
of the wholesale department He had 
intimated more than once that he'd 
like to get out on the road. The sales 
department, not without skepticism 
gave the man a quick training and 
sent him out 

From the first dav on, week after 


New Spot TV 
Guide-Book aims 
right at the target 
of successful selling 


Spot Television is the fastest growing 

advertising medium of the 60’s—the most 

flexible market-by-market buy for your 

TV dollars. Now, at last, comes a basic 

guide-book on Spot TV. It is called “Selective 

Pressure on Target” and contains all the 

pertinent facts, figures and fundamentals on this 

effective selling force. It shows how Spot Television 
Advertising is used for a variety of purposes—and used very 
successfully. This Handbook is yours for the asking. 


GET YOUR FREE COPY DIRECT FROM ONE OF THESE KEY STATION EXECUTIVES 


These men know the Television business. They know their markets and the kind of advertising 
that will sell them most effectively. They can supply you with facts on viewing as up-to-date 
as the programming on their stations. They also have a supply of these booklets. So get your 
copy from one of these executives, or from us. Call or write today. 


R. D. WILLIAMS 
KOB-TV, Albuquerque 


DON ELLIOT HEALD 
WSB-TV, Atlanta 


A. M. MORTENSEN 
KERO.TV 


AMOS BARON 
KCOoP 


DONALD TYKESON 
KPTV, Portiand 


PETRY 
TV OFFICES 
AND MANAGERS 


Los Angeles 


BOB HANNA 
WPST.TV, Miami 


EDWARD BOGHOSIAN 
WJAR.TV, Providence 


RICHARD FOERSTER 
WISN.TV, Milwaukee 


MIKE THOMPSON 


Bakersfield 


WILLIS K. FREIERT 
WBAL.TV, Baltimore 


EDWIN W. PFEIFFER 
WGR.TV, Buffalo 


BEN BERENTSON 


WGN.TV, Chicago 


DICK DRUMMY, JR. 


WFAA.-TYV, Dallas 


TOM MATTHEWS 
WNEM.TV, Flint-Bay City 


JACK McGREW 


KPRC.TV, Houston 


LEE BRYANT 
KARK.TV, Little R 


JAMES E. BLAKE 


KSTP.TV, Minneapolis-St. Paul 


Hi BRAMHAM 
WSM.TV, Nashville 


BENNET H. KORN 
WNEW.-TV, New York 


KARL R. NELSON 
WTAR.TV, Norfolk 


R. J. DeLIER 
KWTV, Oklahoma City 


ARDEN SWISHER 
KMTV, Omaha 


WTVD, Raleigh-Durham 


JOHN W. KENNEDY, JR. 
WROC.TV, Rochester 


ROBERT E. KELLY 
KCRA.-TV, Sacramento 


EDWARD CHEVIOT 
WOAI.-TV, San Antonio 


BILL FOX 
KFMB.-TV, San Diego 


MALCOLM DALE 
WNEP-TV, Scranton-Wilkes Barre 


TED RICHESON 
KREM.-TV, Spokane 


New York 
Chicago 
Atlanta 
Boston 
Dallas 
Detroit : 
Los Angeles 


San Francisco. 


St. Louis 


Martin Nierman 
Louis A. Smith 
Richard Hughes 
William D. Walsh 
... .Bob Miller 
.Bruce C. Mayer 


....... Bill Larimer 


George Ledell 
Fred Johnson 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 


NEW YORK * CHICAGO «+ ATLANTA + BOSTON «+ DALLAS «+ DETROIT *« LOS ANGELES « SAN FRANCISCO « ST. LOUIS 
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TULSA'S new $35,000,000.00 AIR TERMINAL 


This new project will not only mean greater payrolls and 
construction, but puts Tulsa ahead of most mid-western 
cities for the jet age. For real response to your advertising, 
select bustling, vital TULSA, one of the TOP FIFTY morkets 
in the U.S.! Remember, you're not “in” Oklchoma, unless 
you're in Tulse. 


For More Business, Use the Oil Capital Newspapers 


> TULSA WORLD | 


TULSA TRIBUNE 


MORNING f EVENING e SUNDAY 


Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 


SERVICE 


is why America's 
top companies meet at 


anger, atels 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilitics in the country 
So check with Manger before your next meeting 
—scee the difference rcal service makes! 


ALBANY, W. Y. _ NEW YORK cry 6 Path Avenua, Now Veo, 00°¥. (Dost, 8 9) 
DeWitt Clintor ham ay rts 


sochesreR, 


Please send me full information about Manger 


Hotels meeting and convention facilities. 
CHARLOTTE, WN. C. he Monger 
Name 


CLEVELAND 


e Manger 


WASHINGTON, D. C. 
The Manger Annap 


CRAND RAPIDS, MICH. The h 


7 
fhe Manger More SAVARAN oe 


City Zone State 


Manger Har 


oer The Manger Hay-Adoms | 
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week, month after month, this man 
outsold the experienced salesmen. Be 
fore long his name topped the list 
His sales manager, happily bewil 
dered, asked him how the heck he, a 
neophyte, could make such a record 
in so short a time 

Our man answered, smiling: “Wel! 
for one thing, 1 don’t know what can't 
be done; so I'm not hampered by pre 
conceived obstacles Also, when I was 
en the price desk I used to listen to 
all the stories the salesmen brought in 
ebout how the customers made this 
objection to the product, or that ob 
jection to the service, and so on. I 
wrote down all these objections and 
after I got home I'd try and figure out 
answers to them. When I started sell 
ing, mvself, I gave the answers before 
the customers could raise the objec 


tions or arguments 


> A fresh viewpoint may be far more 
valuable than experience without in 
sight, imagination and love of the 
work. I was in sales for 35 vears be 
fore going into business for myself 
During the last 15 vears of my work 
s a sales manager, of some 40 men 
I pic ked and trained to sell, only two 
or three had had any previous selling 
experience and not one had known 
my product or mv business 
Among my trainees were two whi 
had been in different sorts of engi 
ing work, a comptroller, a manu 
of venetian blinds, a factors 
i truck driver, a roustabout 
factorv, a man who for 
u had been an industrial 
engineer. One man, who had been a 
$125-a-month bookkee “per today earn 
between $15,000 and $18,000 a vear 
selling for the firm that was ou 
strongest local competitor 
Mv thinking in seeking sales talent 
nvwhere but in sales jobs was that 
| didn't want men who had been 
spoiled by someone else. I looked for 
the qualities I knew would make a 
good salesman. Almost anvone can 
acquire product knowledge in a rela 
tively short time a few months at 
most. If a man is 35 vears old, it's 
taken him that long to become the 
person he is. If a sales manager has 
the insight and the good fortune to 
pot a potential salesman who has 
never sold in his life, he mav not even 
have to put out much effort to train 
the man 
Here's the true story of a man I! 
knew very well, who was something 
of a black sheep. He'd done a lot of 
things—steamfitting, plumbing, even 
tually settled down into mining. One 
day a New York Life Insurance sales 
man called on him and sold him some 
insurance. This man evidently recog 


continued on page 78 


Miami 
Toll Road 
ToBe Extended 


To Orlando 


Central Floridians will be able to 
drive to Miami non-stop by mid- 
summer of 1962. 

That was the hope held out by 
Florida Turnpike Chmn. Thomas B. 
Manuel's announcement that financ- 
ing arrangements for extending the 
bobtailed turnpike from Ft. Pierce to 
Orlando have now been worked out. 

Gov. LeRoy Collins “approved the 
recommendation of the turnpike au- 
thority that the authority enter into 
an agreement with Shearson, Ham- 
mill & Co. of New York, nationally 
known underwriters and distributors 
of state and municipal revenue 
bonds, to purchase the bonds for the 
extension of the turnpike.” Manuel 
said 

The governor's authorization re 
moves the last remaining barrier to 
the extension of the road to Orlando 

COST OF THE extension is esti- 
mated at between $50 and $55 mil- 
lion, “depending upon the amount of 
reserves and contingencies required 
by the engineers and bankers to 
make bonds ready salable.” 

Shearson, Hammill agreed to pur- 
chase the bonds in 30 days after they 
are validated by the state supreme 
court and to post $100,000 with the 
authority as evidence of good faith, 
Manuel said 


Building Permits 
Over $7.8 Million 
For Month 


The fivecounty Central Florida 
area issued” building permits total 
ing $7,842,020 during the month 
Real estate sales of $24,162,368 were 
reported for the same period 


Orlando Air Travel Reaches New Peak 


®Orlando Sentinel 


revern 


cog Orlando, Florida, Tuesday, June 21, 1960 Garcon? 


10 Cts. 32 Pages 


A Mighty 123.8 Pct. Climb In Only 10 Years 


Orlando 


Growth | 


aw Serva Mtaton Vitenrlt 


Census Puts. 
Orlando At 
317,412 


WASHINGTON @ The metro- 
politan growth of Orlando during 
the past decade—a 123.8 pct. in- 
crease to 317,412 persons—was the 
greatest of any city in the nation 
the Census Bureau announced yes- 
terday 

San Jose, Calif. was a close sec- 
ond with a 120.1 pct. increase 

The bureau said the number of 
persons living in the suburban sat- 
ellites of the nation's cities jumped 
from a little over 36 million in 1950 
te 53,255,047 in 1960, with the rise 
representing an increase of 47.2 
pet. and accounting for a whop- 


Mind If We Play Through, Gentlemen’ 


ping share of the 26,407,392 popu- 
lation spurt for the nation as a 
whole 


Ops Bit 


Million 


By DAVE HOWELL 
Staff Writer 

Deposits in Central Florida banks 
and savings and loan associations 
totaled $640,731,8623.12 at the end 
of May, according to the Central 
Florida Business Barometer pub- 
lished for the first time by the 
Greater Orlando Chamber of Com- 
merce 

Other May totals for the five-coun- 
ty Central Florida area show bank 
clearings of $476.213,685.54; real es- 
tate sales of $24,162,368 and sales and 
use tax collections of $1.222,200.32 
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Sales Management 


nized something in our black sheep 
He suggested that he try to sell in- 
surance to his fellows around the mine 
where he worked. The miner took him 
up on it, did a land-office business. 
Before long he quit his work at the 
nine and went into selling life insur- 
ance full itme. In ten vears he had 
retired on his NYLIC. © 

This man should have been a 
salesman all his life. No one dis- 
covered him and he didn’t discover 
himself until the New York Life agent 
came along. It ought to be a challenge 
to sales managers to find such men. 

Spotting material for middle man 
agement men in sales offers a similai 
challenge It is not necessary to steal 
these either 
\ top management man asked me 
long ago, “Where can I find a 


, 


good branch sales manager?” In your 
own organization, I told him. He 
argued that I was wrong. He didn't 
want to take his best salesmen out of 
the field; who else was there? I asked 
him to let me look his men over, and 
picked two I knew to be excellent 
prospects. They were not top »roduc- 
ers, but about halfway to the top 
They kept good records, were sys- 
tematic, good organizers. We chose 
one of these and he turned out well 


> A common mistake of management 
in search of executive sales material 

when it does not steal from some 
where else—is to take the best sales 
man and make him a manager. This 
can have painful, even tragic, results 
| saw it happen in a Los Angeles or 
ganization. David was a whiz at sell 


ing. They moved him up into a di- 
vision managership. Sales of the whole 
division began to go down, kept on 
dropping. David also went down, al- 
most into a nervous breakdown, kill- 
ing himself to make good where he 
didn’t belong. 

The sales manager called him in 
and had to tell him he was being re 
lieved of his job. It wasn’t easy, David 
had worked so hard at being a di 
vision manager. “We're going to move 
vou back into selling,” he was told 
gently. David broke down and cried 
like a babv. Heartbroken? Far from 
it. He cried with relief. He was so 
glad to be going back to what he knew 
he could do and loved to do. “I'm so 
thankful, I can’t see straight,” he ad 
mitted. And went out and did a tre 
mendous job selling + 


1,003,922 


AN 


DIEGO 


NOW THE 16th LARGEST 
COUNTY IN THE NATION! 


The U.S. Census Bureau ranks San Diego, California, 16th in 


size among all the nation’s counties, 19th among the cities 
Population total for San Diego County: 1,003,522 

This represents an increase of 105.1 per cent in the county 
outside the city during the last ten years. Growth within the 
city was 63.7 per cent, and the over-all gain was 80.2 per cent 


The same decade brought an increase of almost 200 per cent 
in aggregate business activity.* 


All of which means that San Diego is a ‘‘must’’ market 
Two dominant dailies, The San Diego Union and Evening Tribune, 


sell San Diego. Combined daily circulation is more 
than 200,000 (227,678 ABC 3/31/60). 


The San Diego Union | EVENING TRIBUN: 


Economic Research Department, Union-Tribune Publishing Company 


~, 
“The Ring of Truth” ty ewspapens 


15 Hometown Daily Newspapers covering San Diego, California - Springfield, 
ilinois - Northern Iilinois - and Greater Los Angeles. Served by the 
Copley Washington Bureau and the Copley News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC 
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This new 
National 

Yellow Pages 
Servic 

lets us sell 

our prospects 
when they're 
ready to buy 
..-and it’s 
commissionable! 


Acct. Exec.: Well, when our prospects look in the 
Yellow Pages, they’re not looking for entertain- 
ment as in other media. They’re ready to buy—our 
product or one of our competitors’. Now we can 
sell them right at this moment of decision. 


ACCL SUPE: Fine. But how? 


Acct. Exec.: New National Yellow Pages Service 
lets us put solid selling display ads in any combina- 
tion of 4,000 directories across the country ... 
ads that tie right in with our national consumer 
campaign. 


AOL SUPE: you mean, we can tell them why to 
buy—as well as where? 


Acct. Exec.: Exactly! Sell them—and send them 
directly to our nearest outlet. 


ACCELSUPE: How about all the paper work 
involved in buying the hundreds of directories we'd 
need? 


SOGD SO OL OOOO OSHOOSOOOOOHOOEOO 


WELL MIE MORIE Y 


Acct. Exec.: No problem. NYPS handles the whole 
thing with just one contact and one contract. One 
monthly bill, too. 


CCL SUPE: w ; 
ACCESUPU: what was that you said about 
commissionable? 


Acct. Exec.: It’s true. The space is subject to 
agency commission. 


ACCL SUPE: 1m sold. And I think the client will 
buy it. 


Acct. Exec. : It’s so sound he can’t afford not to! 


NATIONAL 
YELLOW PAGES 


ONE CONTACT / ONE CONTRACT/ ONE MONTHLY BILL 
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Greensboro- 


OF THE 
NEW SOUTH'’S 


MARKETS 


15th in Total Retail Sales 


General 
Merchandise 
Sales Grow Faster 
in Greensboro 


Put new vigor into your sales figures by planting your advertising in the NEW 
South—most important growth area in the country today. This is an 11-state region 
made up of booming markets like Greensboro which ranks 9th in General Merchandise 
Sales—ahead of Charlotte, Jacksonville, Norfolk-Portsmouth, and right behind such 
prime markets as Louisville and Birmingham. Serving this lush metropolitan market 
with a knack for making sales grow, is the Greensboro News & Record—the only 
medium with dominant coverage in the Greensboro Market and selling influence in 
over half of North Carolina. Over 100,000 circulation, over 400,000 readers. 
GREENSBORO ... 1st Market in the Carolinas . . . 79th in the Nation 


Write on company letterhead for 
**1959 Major U.S. Markets Analysis’’ Brochure of all 292 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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Why RCA Victor 
Likes Joint-Sponsor Ads 


Convinced that tie-in ads produce more return on the adver- 
tising dollar than individual ads do, RCA Victor sees a big 


future for them... with no apparent media limitations. 


Joint-sponsor ad campaigns con- 
tinue to be brought into the market- 
ing picture as more and more com 
panies experience their flexibility in 
fitting varied geographical marketing 
patterns, methods of distribution and 
individual advertising budgets 

This fall RCA Victor will again ride 
in on the swelling tie-in wave by step- 
ping up exposure of its artists and 
their recordings with two tie-ins: 
John H. Breck Ine 


hair preparations) 
and Remington 


Rand Division of 
Sperry Rand Corp. (portable type 
writers) 

RCA Victor has been participating 
in joint-sponsor promotions for nearly 
five vears and has found them to be 
one of the most potent ways of expos 
ing almost any product to advantage 
It has collaborated with companies 
whose markets cover virtually every 
age group. In each case, management 
savs results have been mutually suc 
cessful “to a degree unimagined five 
ears ago *. 

This is the second year RCA Victor 
has collaborated with Breck. “Our 
reason for repeating the tie-in this 


fall.” W. I 


advertising and promotion, says, “is 


Alexander, manager of 


based on a 36% 


sales jump for Breck 


and a powerful sales boost for our 


LPs which resulted from our 1959 
‘best-buy” tie-in 

“A survey of thousands of 1959 
preview LP buyers and their neigh- 
bors, who also own modern phono- 
graphs but did not buy the preview 
LP, proved that: (1) preview LP buy- 
ers bought more than twice as many 
best-buy albums as the phonograph 
owners who did not buy the preview 
LP: (2) three out of four best-buy 
albums bought by preview LP buyers 
were actually sampled on the record; 

3) for every 1,000 Breck samples sold, 
dealers benefited by more than $600 
in plus sales of best-buy merchandise 
to consumers. Multiplied by the more 
than 170,000 samples sold, that repre- 
sents more than $102,000 worth of 
extra business for dealers.” 

Breck this year has doubled its 1959 
advertising budget to promote its con- 
sumer offer of a “preview” RCA Vic- 
tor album. It has allocated $600,000 
for all media and promotion of pre- 
miums ‘ 

As part of this fall's tie-in campaign 
with RCA Victor, Breck will offer con 
sumers a special RCA Victor preview 
LP containing 15 pop and red seal 
selections from the 23 “New Sound 
America Loves Best” albums. Con- 
sumers will be able to get the preview 


SxCLUMVE FO w OF 
f 2) Po WITH Mernington 
> 


BE A HIT AT SCHOOL 


LP in either living stereo or mon- 
aural for $1 plus a Breck box-top label 
or facsimile during September and 
through the end of the year. 

RCA Victor will launch its 1960 
best-buy campaign with a full-page, 
full-color ad in Life October 3. It will 
identify the “New Sound America 
Loves Best” theme and will feature 
all best-buy “new sound” LPs as well 
as the Breck offer. The same ad will 
appear in The New Yorker, The Sat- 
urday Review, The New York Times, 
High Fidelity, Esquire and Cosmo- 
politan. Full-minute network  tele- 
vision color commercials featuring 
“The New Golden Age of Sound” al 
bums will appear on major NBC-TV 
fall programs. In addition, transcribed 
30- and 60-second radio spots featur- 
ing both RCA Victor and RCA Cam- 
den best-buy LPs will be made avail- 
able 

Point-of-purchase material will in- 
clude a window display featuring all 
“new sound” LPs; full-color hanger 
pennants; 12-page, full-color cata- 
logue supplement containing all “new 
sound” LPs; ad mats; “As Seen in 
Life” counter card; P-O-P kits for 
dealers to use. 

Breck advertising will start off with 
a full-page, full-color ad in two con- 
secutive Ladies Home 
Journal, Good Housekeeping, Scho- 
lastic, Ingenue, True Story Women’s 
Group and Reader's Digest. The same 
ad will be run in one issue each of 
Vogue, Seventeen, Glamour, Parents’, 
American Girl, McCall's, Co-Ed, 


issues of 


ALL STAR SES HIT RECORD 
PORTABLE DEMONSTRATION 


ENTER FRewweimagtion - 0 -e. orcwn en 


CONTEST 


a iy 
Ey 
aca 


goer 


BUILT-IN TEEN-APPEAL. RCA Victor ties in with Reming- 
ton typewriters to capture the big back-to-school market. 


win 


[Ab BRPCR SHAS 


Ele tng ue Ae GENT Es! A ecoeTERS See 


PREVIEW ALBUM of RCA Victor records is available for 
$1.00 and a box top from a Breck hair preparation. 
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You — 
wouldn't 
build 
half a 
ship... 


Like a ship, a business transaction isn’t worth 
much until it’s completed . . . when your in- 
voice is paid. After you’ve made the sale and 
the shipment, AMERICAN CREDIT INSURANCE 
helps you finish the job. . . completes your 
profit cycle... protects your capital investment 
in accounts receivable. 

The one thing that permits deeper market 
penetration is security . . . the security of com- 
mercial credit insurance. AMERICAN CREDIT 
INSURANCE facilitates sales progress . . . helps 
you add more new customers, sell more to pre- 
sent customers . . . by elevating lines of credit 
with security and stability. 


Is your credit insurance policy up-to-date? 


Extend your market penetration... your 
profit protection...with American 
Credit insurance 


Call your insurance agent . . . or our 
local office. Send for informative 
booklet on the sound sales advan- 
tages of modern credit insurance. 
Write AMERICAN CREDIT INDEMNITY 
Company of New York, Dept. 59, 
_.commercial credit 300 St. Paul Place, Baltimore 2, Md. 


insurance exclusively 
since 1893 
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Harper's Bazaar and Teens’ Today 
Two full-minute television commer 
cials will be scheduled on major 
CBS-TV fall network shows. A special 
feature of the Breck ads will be a 
new premium package offer of four 
million Breck combinations which 
give a 1%-oz. shampoo cream free 
with a 4-oz. shampoo purchase. Spe- 
cial packaging calls attention to the 
offer and attached coupon 

To support its consumer advertising 
campaign in print media and over 
television, Breck will supply its re 
tailers and 15,000 beauty shops with 
P-O-P material prepared especially 
for the premium LP offer: full-color 
counter and wall posters, 4,000 floor- 
stands, 10,000 shelf talkers, window 
displays, and basket cards and pur 
chase folders for Breck salesmen. All 
display material will be couponed for 
consumer convenience in ordering the 
pres iew LP 


Remington Rand—RCA Victor 


RCA Victor's joint promotion with 
Remington Rand portable typewriters 
is planned to develop new merchan 
dising techniques for single records 
and to expand the market for singles 
The $500,000 promotion, aimed at 
back-to-schoolers, will run _ through 
October 10 and will be centered 
around six RCA Victor artists: Neil 
Sedaka, Henrv Mancini, Della Reese 
The Browns, Sam Cooke, and new 
comer Jeanie Johnson. The theme will 
be “Be a Hit at School.” 

Featured by Remington Rand is a 
free offer of an RCA Victor 45 LP 
record created especially for the pro 
motion. It contains six tunes by the 
artists, and cannot be purchased any 
where. At the same time, a new single 
record by each of the six artists will 
be released by RCA Victor during 
the campaign. These singles are not 
on the 45 LP premium record 

To get the premium record, the 
consumer will go to his local Reming 
ton Rand dealer for a demonstration 
of one of the company’s portable 
tvpewriters. He will be invited to use 
the portable to write a letter to his 
favorite among the six RCA Victor 
artists. Entry blanks which read, “I 
am typing this on a Remington port 
able typewriter. I enjoy listening to 
vour records because .. .” will be 
made available by the dealer. Let 
ters will be judged by a panel of 
RCA Victor recording artists. Winners 
will receive RCA Victor LP libraries, 
and winners who have purchased a 
Remington portable typewriter during 
the contest period will receive double 
the purchase price of the typewriter 

A high-powered Remington Rand 
ad campaign is scheduled to promote 


How much 


Today the individual is deluged with a volume of stimuli and 
suggestion beyond his power of perception. A large part of the 


public has become habituated to ignore advertising. Advertising, 


. ° . in turn, has become the dispenser of ephemeral 
| ad, )] 10 butterfly impressions — which psychologists find 
are largely forgotten within twenty-four hours. 


Are you buying volume audience and butterflies —at the 


. 
‘) *, expense of impact and influence? 
) ) po There is one medium that is not merely leafed through, 


looked at, discarded — but read, studied, used, clipped, filed, 
referred to again, by one of the world’s choicest class 
audiences. The medium is Successrut Farminc. The audience is 
the country’s best farm families — with 
cash incomes from farming 70% ahead 
of the national farm average. 
SuccessruL FarMinG means business 
—helps its readers save work, avoid 
mistakes, increase production, and make 
money. And has been doing so for 
fifty-eight years. 
And it is the farm families’ design for 
better living—with house plans, kitchen 
arrangements and equipment, home- 
making methods that result in better 
homes, better meals, better living. 
SUCCESSFUL FARMING’s service over two 
generations has given it a degree of 
influence with its audience unmatched 
by any other medium—that gets better 
reception and response for all the 
advertising in its pages. 
Want more action and sales from your 
advertising? Try Successrut FARMING. 
Any SF office can give you the details. 
SuccrssFuL Farminc ... Des Moines, Chicago, New 
York, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Only the 


ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


ore active in 
business management! 


90% 


play on octive part 
in company buying! 


are active 
homeowners! 


Gre in companies 
operating 1,265,217 trucks! 


82% 


ore active travelers! 
(more then 12 trips a yeor) 


53% 


actively influence 
Civic government 
buying! 


and... this ‘‘man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
375,000 “men-of-action” at 
the low, low cost of only 
$3.52 per thousand! 


SEND FOR YOUR FREE 
COPY OF Market Facts, Inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! 


AN INTERNATIONAL PUBLICATION 
1600 RIDGE AVE., EVANSTON, ILL. 
IN LATIN AMERICA... 
Revista Rotaria is a key pub- 
lication reaching 40,000 readers 


Send for Market Facts, Inc., study 
of this important export market 
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the six RCA Victor artists, the new 
single records and the premium rec- 
ord. To spearhead the print schedule, 
a two-color, double-page spread was 
run in Life August 22. Concurrently, 
a four-color page ad appeared in 
Junior and Senior Scholastic Maga- 
zines, and a two-color page ad in 
Seventeen. Black-and-white spreads 
will run in Teen, Bovs’ Life and 
Ebony. Half-page ads will be fea- 
tured in Suburbia Today, This Week, 
Parade and Family Weekly 

Remington Rand will also back the 
joint promotion with wide-scale point- 
ot purchase material: 5,000 major 
four-color window displays, Day-Clo 
banners, easel cards, six pennants 
(each featuring one of the RCA Victor 
artists), decals, dealer badges, bro- 
chures and ad mats 

RCA Victor will follow through 
closely with Remington Rand on both 
advertising and point-of-purchase 
For example, an RCA 
Victor full-column ad in Life supple 


sales tools 


mented Remington Rand's spearhead 
double-page spread in Life August 
22. RCA Victor will also ship major 
window displays to dealers, and on 
September 10 will feature the promo 
tion on a full-minute color spot on 
Bonanza. One major feature of the 
promotion will be window display 
contests for both Remington portable 
typewriter and RCA Victor dealers 
Remington Rand dealers will compete 
for RCA Victor stereo phonographs 
RCA Victor dealers will receive Rem 
Rand Travel-Riter 
typewriters for prizes 


ington portable 


Sharing Advertising Costs 


For RCA Victor tie-ins, each spon 
sors share of the cost of advertising 
is determined by mutual agreement 
A reasonable balance is arrived at 
according to each company’s existing 
advertising budget. The purpose of 
collaborating promotions, RCA Victor 
explains, is not to save advertising dol 
lars, but to increase exposure bi 
more or less doubling advertising ap 
propriations through full-scale collab 
oration with other companies 

Each of RCA Victor's tie-ins is 
different so far as sharing advertising 
costs is concerned. For example, one 


of RCA Victor's collaborators might 
have a larger advertising budget than 
RCA Victor has and so can put more 
money into point-of-purchase adver- 
tising, for the simple reason that it 
has more outlets than RCA Victor 
does. Such a collaborator is Breck, 
with its 15,000 beauty shops in addi 
tion to its dealers 

RCA Victor's major merchandising 
effort during any year is the “best 
buy” album release. Even without a 
collaborator, the “best buy” would be 
the most heavily promoted release 
Breck’s tie-in this fall, for instance, 
centers around RCA Victor's “best 
buy,” and because Breck has more 
outlets than RCA Victor has, it al- 
lots more of its advertising budget 
for point-of-purchase than RCA Vic- 

lees However, RCA Victor makes 
up for this larger P-O-P share by al 
Breck does in 
other promotional efforts during the 


tor ¢ 
locating more than 


tie-in campaign. In the final analvsis, 
all advertising costs are fairly evenly 
balanced. Therefore RCA Victor main 
tains that it is the logic of each tie-in 
that determines each collaborator’s 
share of advertising costs 

“The two primary requirements of 
any joint promotion are imagination 
and organization,” says Alexander 
“The first uncovers the areas in which 
two companies can mutually benefit 
each other and the specific methods 
of achieving those benefits. Organiza 
tion makes sure that the benefits are 
achieved. There are no apparent 
limitations to tie-ins so far as media 
are concerned. We have found that 
nearly all of them can be used to 
advantage in collaborating with an 


We feel that the fu 


joint-sponsor advertising is 


other company 
ture of 
unlimited.” 

Most of RCA Victor's tie-ins are 
coordinated by Leonard Fellman, met 
chandising consultant, better known 
is “marriage broker” for company 
promotional marriages. © AE 


» For further reading on joint-spon 
sor advertising programs, see Sales 
“Marketing Newslet 
ter,” page 59, August 5, 1960; “Joint 
Sponsor Ads Grou but How Big?” 
page 17, April 1, 1960: “Choose Your 
Partners,” page 38, May 2, 1958 
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Subscriber Service 


Subscribers buy more than one million pages of reprints 


yearly, through Sales 


Management's Readers’ 


Service 


Bureau. In addition, RS stands ready to help you research 
back issues of SM on any classification of subject matter we 
have published. Write: Sales Management, Readers’ Service 
Bureau, 630 Third Ave., New York 17, N.Y. 
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“= aerospace 
mo. Materials... 


t . Oe 


...a technology vital to the men you must sell 


In the complex aerospace industry, 
advances in one technology frequently create problems 
in the application of other technologies. So each man 
who makes technical decisions must be able to relate 
developments in all technologies to their possible effects 
on his own assigned area of responsibility. 


In Space/ AERONAUTICS your advertisements are read at 
the time your prospects are keeping abreast of technical 
advances — looking for answers to technical problems. 


That’s why ads in Space/ArRonautics offering prod- 
ucts — systems — and corporate capabilities stimulate 
buying action. 


A 15” x 18” print of this oil painting, especially conceived by Georg Meyerriecks for Space/Aeronautics, is available without charge. 


@ propulsion 
@ electronics 
@ materials 


@ dynamics 
@ electro-mechanics 
@ pneumotics/hydraulics 


@ structures @ extreme environments 
@ guidance @ ground support 
d. testing @ dota processing 
<< @r 
A > 
/ « 

space ; aeronautics 

/ 


/ 


A Conover-Mast Publication Ng P 
205 East 42nd Street, New York 17, New York 


the magazine of 
aerospace technologies 


The postmarks are actual reproductions 


The nation’s foremost advertisers 
use Grit for small-town coverage 


America’s most successtul merchandisers — including 
four of the top five national advertisers—use Grit . . . 
to strengthen their sales effort in 16,000 small towns. 


This is sound . . . because the metropolitan-minded 
mass magazines are relatively weak in small towns and 
something is needed to cover these thin spots and help 
provide balanced national coverage. 


And it is economical . . . because a year-long, big- 
space Grit campaign costs no more than a single full- 
color page in one of the major mass magazines 


Why not strengthen your small-town coverage by using 
Grit? You'll be in good company! 


ah OBE? 


MA? Pr a Ra 


HERE ARE SOME OF GRIT’S 
“BLUE CHIP” ADVERTISERS 


General Motors Corp 

General Foods Corp 

Lever Brothers Co 

Ford Motor Company 
American Home Products Corp 
Chrysler Corporation 

R. J. Reynolds Tobacco Co. 
American Tobacco Company 
Standard Brands Inc. 

Esso Standard Oil Co. of NJ 
Union Carbide Corporation 
Pharmaceuticals Incorporated 
Carnation Company 


1. 


Grit Publishing Co., Williamsport, Pa. 


Represented by Newspaper Marketing Associates 


Gulf Oil Corporation 

American Motors Corporation 
Norwich Pharmacal Company 
Container Corporation of America 
International Latex Corporation 
Pet Milk Company 

Rexall Drug Company 

Knox Gelatine Company 

U. S. Tobacco Company 
Studebaker -Packard Corporation 
H. J. Heinz Co. 

Gerber Products Co 

Mo,ton Salt Co 

Dow-Corning Corp. 


A Checklist for the Uninitiated 


How to Get into the Supers 


These nine questions and answers provide general information 


for the manufacturer who is not yet selling to super markets. 
Answers are broad and so should be qualified for each line 
of merchandise. Pitfalls and “musts” are flagged and discussed. 


1. What factors should I take into 
consideration in deciding whether or 
not to sell my company’s product(s) 


through super markets? 


There are many considerations, but 
here are the principal ones: 

(a) Turnover must be good. This is 
best explained through an example 
Store managements look more favor 
ably upon cigarettes, which perhaps 
yield a low unit profit but turn ove: 
many times during the course of 
year, than upon 
items, such as anchovies, with much 
higher markups but far less turnover 


certain gourme¢ 


(b) If your product merely dupli 
cates something else on the market 
caution! Shelf space is so valuable that 
store operators have no desire to give 
up a share occupied by a well en- 
trenched item in favor of something 
else, unless the new one has a “plus” 
value, something inherent in the prod- 
uct itself or perhaps something about 
the pac kage which would induce some 
consumers to want it rather than the 
already established product. 

(c) Your product should lend itself 
to mass selling. This rules out thou- 
sands of items which, though excellent 
and necessary, do not belong in super 
markets. Examples include high- 
fashion items, relatively expensive 
decorative objects and furnishings, 
apparel which must be tried on, and 
all those items best sold personally 
rather than through self-service. 


2. Do I need more capital to sell 
to super markets (chains) than to indi- 
vidual outlets? 


Yes, this is why: 

(a) To give the prompt service the 
chains demand, you need extensive 
inventory. 

(b) You need good equipment and 
production facilities to meet the high 
volume demands of the chains. 


THOUSANDS OF ITEMS—A product with mass selling appeal has the best chance 
of hitting the super market shelves. Specialty items will have much tougher going. 


{c) The initial distribution costs are 
higher. 
(d) There’s need for 


promotion 


continuous 


Let’s put it this way. You need a 
high degree of financial stability 
Super market operators want to be 
sure that if something should go 
wrong with one of your shipments 
vou—not they—will make good. 


3. What about packaging for super 
markets? 


Standards are more exacting than 
for packaging of items sold in clerk- 
service stores. Because of competition 
from thousands of other items, and 
because the shopper walks through 
the lanes so quickly, your merchan- 
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dise must be identifiable at a glance 
And because stores arrange the mer 
chandise on the shelves in many dif 
ferent ways, your product should be 
identifiable, so far as possible, from 
every side. It should not tip easily 
it should lend itself to stacking, and 
it should be pilfer-resistant 

4. What about pricing? 

This is a delicate question. During 
discussions with the chain’s buyer you 
will be asked to set as low a figure as 
possible for your products. But there 
are pitfalls to avoid. For example, re- 
member that the chain will take ad- 
vantage of cash discounts, and that 
you will be liable for “spoils” if your 
product is perishable. These two fac- 
tors may cut your profit. And your 
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Our Altruism 


Backfired 


Now that the smoke of the political conven- 
tions in Los Angeles and Chicago has cleared 
away—and our /ocal television reporting crews 
have returned to their home bases—we wish to 
report a statistic: 

Our stations were 100% successful in sell- 
ine coverage of both conventions in every Corin- 
thian market. 

We fielded a 14-man team—complementing 
CBS’s superb national coverage—to achieve lo- 
cal and regional coverage, to tell an intensive 
story of our respective state delegations, and to 
view national events with local eyes. We did this 
with our eyes open, hardly daring to hope for 
extensive sponsorship, fully prepared to under- 
write the expense in the interest of service. The 
fact that we didn’t have to is a tribute to the 
enlightened local, regional and national sponsors 
who saw the prestige—and commercial—value of 
our local coverage. 

Among the comments. 

“Countless compliments attest that convention pro 
grams gave us a prestige vehicle for primarily institu- 
tional messages. We feel that other advertisers through- 
out the country should watch this sort of thing carefully 
and evaluate its possible future value to themselves.” 

Texas National Bank (Agency: Goodwin-Dan- 

nenbaum) on KHOU-TV, Houston 
“Purchase of both conventions gave complete satura- 
tion of our market KOTY spending lot of money 
and effort bringing local angle to our public. Excellent 
opportunity for advertising.” 

Safeway Stores (Agency: Perry Ward Asso- 

ciates), co-sponsor with Conoco Gasoline (Ben- 

ton & Bowles), on KOTV, Tulsa 
‘Corinthian’s convention coverage gave us saturation 
with dominance, intense audience interest—and lots of 
family audience per dollar.” 

Bonsib, Inc., agency for meat packer Peter Eck- 

rich & Son, on WANE-TV, Ft. Wayne. 

Through KXTV's locally oriented convention cover- 

age with Shell’s regular newscaster, Hank Thornley, 
people of Sacramento area will continue to associate 
Shell with important news presentation. This is an ideal 
combination of audience service and commercial im 
pact.” 

Shell Oil Co. (J. Walter Thompson, San Fran- 

cisco) on KXTV, Sacramento 


ad * * 

It is heartening to prove that good public af- 
fairs programming is also good business. Each 
Corinthian station will continue to explore op- 
portunities to bring such programming to the 
attention of sponsors who recognize that service 
and commercial effectiveness go hand in hand. 


Sales Management September 2, 1960 


| 
| 
i 
} 


Responsibility in Broadcasting 


HE CORINTHLIAW 


KOTV 
Tusa (H-R) 


KHOU-TV 
Houston (H-R) 


KXTV 
SacRAMENTO (H-R) 


WANE-TV 
Fort Wayne (H-R) 


WISH-TV 
INDIANAPOLIS (H-R) 


WANE-AM 
Fort Wayne (H-R) 


WISH-AM 
INDIANAPOLIS (H-R) 


price should not be reduced to the 
point where you will not be able to 
do vour share of in-store or consumer 
promotion. 

Here’s a hypothetical, but common, 
case history. Before inducing the chain 
to take on his product, the manufac- 
turer sets a price which allows him 
scant profit. The chain’s buyer shows 
the product to the buying committee 
whic h makes the final decision, and 
comes back to say the committee is 
interested but would like the price 
shaved a bit. In his eagerness to get a 
foothold, the manufacturer makes a 
further concession. Later he goes 
through the same procedure with an- 
other chain, and before final accept- 
ance of the product by the latter 
there comes this question, “Is the 
price you are giving us the lowest von 
have offered to any chain?” 

Morally, the manufacturer is bound 
to offer as low a figure to the second 
chain as to the first, even though he 
was willing to take a loss in order t« 
make the first sale but cannot afford 
to continue operating in this fashion 
There are so many “bits and pieces” 
to pricing that it is impossible to re- 
duce it to a formula. Generally speak- 
ing, however, it is advisable to make 
the most attractive offer possible (to 
the chain), then stick to it. 

There are occasions when it is 
actually wise to raise the price rather 
than to cut it. For pony a manu- 
facturer of a food item (sold in other 
outlets as well as chains) had set a 


retail price 20% below that of its 
largest competitor, vet the latter had 
a much larger share of the market 
The manufacturer raised the price of 
his product to just under that of the 
competing product, and spent the 
difference on in-store consumer pro- 
motions. Sales volume rose sharply, 
by 18%, and the item continues its 
upward climb 


5. Are there other differences be- 
tween selling to independents and 
super market chains? 

Yes. For example, when you sell 
to a chain your product may be dis- 
tributed in several states, or perhaps 
nationally. This means that your 
labels will be scrutinized carefully for 
compliance with state and local re- 
quirements, which may differ widely 
[his is true not only of foods, but of 
non-foods as well, of combustible and 
flammable products. There are even 
regulations governing the size of type 
used on some labels 


6. Do regional preferences affect 
merchandise sold through super mar- 
kets? 

Yes. For instance, the type of coffee 
liked in many parts of the South is 
different from that preferred else- 
where. One brand of catsup which is 
the top seller in most parts of the 
country has only 81% distribution in 
the New York market area. One large 
chain designates 60 New York stores 
as “Spanish,” to the extent of having 


Super 
Answers to these “primer” 
questions on “How to Get into the 
Supers” were provided by Inter- 
marketing Corp. of Long Island 
City, N.Y. Intermarketing offers 
a wide variety of services, 
among which are sales manage- 
ment and sales services through 
the firm’s own sales force. Sam- 
vel J. Coran and Alfred Gutman 
ore the principals of the organ 
ization 
Though Intermarketing has ex- 
isted for less than three years, 
its list of clients is impressive. 
It includes: Pride, Inc. (dog food); 
Lily-White Sales Co. (textiles); 
Master Co. (household and auto 
chemicals); Pharmaceuticals, Inc. 
(Geritol, Sominex); Pickwick Sales 
Corp. (records); Tennessee Prod- 


Crackers 


ucts & Chemical Corp. Division 
of Merritt, Chapman & Scott 
Corp. (charcoal briquets); Gold 
Seal Chemical Corp. (household 
chemicals); and Time Inc. (sub- 
scription promotion in super 
markets). 

Both Coran and Gutman had 
well-rounded sales experience 
before forming Intermarketing 
Corp. Coran was sales manager 
for Natural Sugars, Inc., sales 
executive of Renuzit Home Prod- 
ucts Co., and marketing and 
merchandising director of Max- 
well Sackheim. 


executive general manager of 


Gutman was 


Renuzit and national sales man- 
ager of the Consumer Products 
Division of West Chemical Prod- 
ucts, Inc. 
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when the occasion 


Calls for MOVING “”. ‘ 


(OVERLAND OR OVERSEAS) 


all United 


Europe South America the Far East whereve 
your company operates, whatever it moves — families abe 
or delicate equipment, displays and exhibits, office furnish 
ings — United’s world-wide network of Agents will move it 
safely, swiftly and dependably 


United's “Pre-Planned” service makes moving to the far 
corners of the earth as easy as moving across town. You're 
relieved of time-consuming details, assured of safe, “on 
time” deliveries where and when you want them 


So when the occasion calls for moving... call the friendly 
United Agent (he’s listed under “MOVERS” in the Yellow 
Pages) or write for the colorful booklet describing United's 
world-wide moving service. 


United 


Van Lines 


INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MO. 


WITH CARE EVERYWHERE ® 
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Spanish-language labels available on 
some of the items sold there 

(This means that although a prod 
uct 1s unacceptable for one or more 
areas, a chain may take it on if the 
potential is large enough in other 
areas served by the chain.) 


7. After my product has been ac- 
cepted by a chain, can I be reason- 
ably sure that it will be restocked in 
the stores which took initial ship- 
ments? 


Unfortunately, you cannot. To un 
derstand this, let’s review briefly 
what happens when you make a sale 
The first man to whom you present 
your product, the chain’s buyer 
probably interviews 100 or more pex 
ple a week, so vou haven't much time 
to tell your story. If he tentativel 
accepts your product, he submits it 
with hundreds of others, to a com 
mittee which meets at intervals per 
haps two weeks apart Confronted 
with so many items, members of the 
committee act quickly, rejecting mam 
more than they accept. If your prod 
uct is one of those which meets with 
their approval, you will most likely 
be called in to discuss price and other 
details. (This is when vou may be 
asked to shave vour price and some 
times it’s hard to resist 

Finally, your product is accepted 
and initial store distribution is made 
through the company’s warehous¢ 
There is, of course, some reserve, or 
“back-up” stock, at the warehouse 
But this does not mean that the stores 
automatically reorder when they have 
sold their initial stocks of your prod 
uct. You may visit a store and find 
your product missing. Why doesn’t 
the manager reorder? 

Here are some possible reasons 

(a) Lack of interest on the part of 
the manager or stock clerk 

b) The out-of-stock position on the 
shelf has been pre-empted by another 
item 

The manager decided the item 
is “not for my store.” 

(d) The product was not placed on 
the “goods order form,” from which 
the store managers make their sele< 
tions 


Upon — from you, the prod 
uct is placed upon the goods order 
form and some stores reorder. The 
moral of this story is that you have to 
sell—then keep on selling. The job 
is never ended 


8. How and where should I adver- 
tise the product I want to sell through 
super markets? 


If your budget is limited, it _—_ 
be better to spend what is availabl 


Only Bell & Howell could meet 
New Holland’s 2-week deadline for 


nationwide new line announcement 


Local delivery, 
training, and service 
performed by 
world’s largest 
Audio-Visual 

dealer network 


New Holland Machine Company planned a 
closely timed introduction of its new line of 
farm equipment with a special film presen- 
tation to its dealers throughout the nation. 


Problem: getting film projectors into the 
hands of salesmen in all parts of the coun- 
try; and training them in their use . . . all 
in two weeks’ time! Bell & Howell met the 
deadline. A nationwide timetable was es 

eo Me tablished — projectors were rushed to New 
Bell & Howell Audio-Visual dealers trained New Holland sales Holland salesmen throughout the U.S. and 
e men locally after immediate projector delivery. Canada. Immediately, local Bell & Howell 
Audio-Visual Representatives followed up 
with personal, on-the-spot operating in- 
structions. Only Bell & Howell, with the 
world’s largest Audio-Visual dealer net 
work, has the manpower and coverage for 
such a job. The power of Bell & Howell 
Audio-Visual Service can work for you, 
too. Call or write and we'll be glad to show 
you how. There’s no obligation. 


FINER PRODUCTS THROUGH IMAGINATION 
Bell & Howell 


SS) Mail this coupon today for a 
free booklet on the uses of 
sound films in sales promo- 
tion and training. 


Bell & Howell Company 
7190 McCormick Road, Chicago 45, Illinois 
AMbassador 2-1600 


NAME 
COMPANY 
ADDRESS 


? New Holland salesmen presented the new farm equipment line ZONE _ STATE 


e on film at local dealer meetings throughout the U.S. and Canada. 
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lal 

elta 

ir Freight 
=< 
all-cargo 


flights 


Serving 


ATLANTA 
CHICAGO 
CINCINNATI 
CHARLOTTE 
DALLAS 
DETROIT 
HOUSTON 
MEMPHIS 
MIAMI 

NEW YORK 
NEW ORLEANS 
ORLANDO 
PHILADELPHIA 


Depend on Delta for 


the BIG PLUS 


All-cargo flights plus freight on 
every passenger flight, including jets. 
Delta cuts a dozen hidden costs of 
surface shipping ... gives 

next-day delivery to boot! 


DOOR TO DOOR 


GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA. 
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for point-of-purchase materials and 
in-store promotions. There is no rule 
of thumb governing this aspect of 
merchandising. Each case is different 
and must be considered individually 
If your budget is big enough, you 
might allot some of it to specific 
grocery journals and consumer pub 
lications, some to radio and television 
But whether your budget is limited 
or unlimited, you should do every 
thing possible at the store level to 
insure proper display of your product 
and even special display — if you can 
get it and if it makes sense for your 
product. In any case, you will need 
advice, which might 
come from your advertising agency, 


professional 


9. Can you cite a case history of a 
product which was introduced success- 
fully to super markets, even though 
they might not have appeared, at first 
glance, to be the most logical outlets 
for it? 


Here's a capsule history of the in 
troduction of two of the products of 
Gold Seal Chemical Corp., Kwik-Fire 
barbecue lighter fluid, and Drvce, a 
chemical refrigerant sold in a sealed 
can. These products had limited dis 
tribution, with low sales volume 
Though sold in the same outlets to 
the same consumer market, they had 
not been treated as companion pieces 
After careful study, the manufa 
turer initiated a program which en 
tailed: 

i) Redesign of package and ca: 
tons to contain one dozen units in 
stead of two dozen. This encouraged 
dealers to try what was for most of 
them a new and different product 

(b) Pricing reappraisal. First step 
was determination of a retail price 
attractive enough to break down con 
sumer apathy toward buying charcoal 
lighter fluid in quantity (two units 
yet high enough to give the retailer 
a good profit. Then came the ques 
tion of the volume the manufacturer 
must attain in order to make a profit 
since the price asked was lower than 
that formerly charged. The answer 
was 150,000 cases. 

The reduced price proved satisfac 
tory to all concerned. The storekeeper 
got his profit and his volume was 
higher; with increased volume, the 


manutacturer’s costs (manufacturing 
and freight) were down, and his prof- 
its were up. The product was far 
more widely distributed than in the 
past. 

(c) Standardization of billing, ship- 
ping, and customer servicing noe 
dures. For example, uniform phrase 
ology was adopted for all transactions 

(d) Merchandising. It was decided 
to use no consumer advertising, but 
mats were furnished to store operators 
for their own local advertising. Sug 
gestions were given for displays and 
promotions, especially for the peak 
periods around May 30, July 4, and 
Labor Day. These suggestions usually 
entailed in-store promotions, related 
selling of picnic and outdoor-eating 
favorite foods. In some _ instances 
signs were furnished to stores that 
wanted them 

(e) Selling the two items as com- 
panion products, since people going 
on picnics or camping trips could use 
both 

(f) Distribution pattern. The prod 
ucts were placed with both independ 
ents and chon at first in Metropoli 
tan New York, then throughout the 
Mid-Atlantic area. Now, two years 
later, the products are nationally dis 
tributed 

Summing up, we find an increasing 
variety in the types of merchandise 
sold through super markets. The 
manufacturer of a product which ma. 
not, at first glance, appear to be a 
likely candidate for distribution 
through such outlets should not arbi 
trarily discard the thought of trying 
to enter this market. On the other 
hand, he should not attempt to enter 
it without considering the subject 
from all sides. And if the decisior 
is affirmative, the strategy for getting 
in—and staying in—should be mapped 
out, in detail, as the first step in the 
sales campaign. ® 


> For further reading on this subject 
reprints are available of an articl: 
which appeared in SM, March 
1958. called: “How to Win—or Retain 

Shelf Space Against 6,000 Neu 
Items Each Year.” Price: 25 cents 
Write: Readers’ Service Bureau, Sales 
Management, 630 Third Ave., Neu 
York 17, N.Y 


Regional Distribution Problem? 


The complete range of regional market research problems 
can be tapped with the facilities of Market Statistics, Inc., 
research consultants to Sales Management. Write: Market 
Statistics, 630 Third Ave., New York 17, N.Y. 
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THE 


MILLIONS 


Trying to change minds in favor of 
your product is, of course, an ever 
constant challenge. With competi- 
tion increasing and profit margins 
narrowing it becomes even more im- 
portant to exert the most powerful 
influence on buying decisions in the 
3 great markets of New York, Chi- 
cago and Philadelphia. These are 
the pivotal markets where pre-sell- 
ing of millions of heavy-spending 
customers through adequate adver- 


tising combines with the mass sales 
volume of giant self-service super 
markets to produce over 17% of all 
U. S. Food and Grocery product 
sales. 

In these compact, most-profitable 
markets where the family coverage 
of General Magazines, Syndicated 
Sunday Supplements, Radio and TV 
thins out, there is no substitute for 
FIRST 3 MARKETS’ dominant 55% 
COVERAGE of all families to 


change minds by the millions in 
favor of your product. 


Further, in 227 Industrial North 
and East counties — which account 
for over 27% of total U. S. Food and 
Grocery Store sales — FIRST 3 
MARKETS GROUP delivers an 
audience of 44% of all families. 

To make your advertising sell 


more where more is sold... it’s 
FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


sab vl 


e 
— 
mA 


Ss enUa 


New Youn 17.8 1. News Building el, MUrray 1894 + Curcaso |). i 


Tribune Tower. SUperior 1.0043 + Sam F RAWCISCO 4. Calif.. 15S Mesigemery Street, GArfield 1.7946 » Los ANGELES §. Calif.. 3460 Wilshire Boulevard. DUakirt §-3557 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


The Invisible Wall 


A study of women and the social 
factors in mass selling, conducted by 
Social Research, Inc. It analyzes wom- 
en’s attitudes, values and social out 
look in a heretofore little explored 
area: the readership or non-readership 
of certain types of magazines. It ex 
plains the reasons why family be 
havior magazines have their particu 
lar impact on their housewife audi- 
ence of working-class women, and 
why these basically reject 
other kinds of magazines edited for 
women of different social status. Sta 
tistically, it shows that “markets are 
people, and people differ,” and in 
terms of magazine reading prefer 
ences these differences can be clear], 
defined and separated. The basic 
conclusion emerging from the study: 
Despite the fact that over the past 50 
vears we have tended to become a 
“one class” 


women 


nation in terms of eco- 
nomic status, social distinctions exist 
today as they did before. And thev 
exist in ways that are none the less 
sharp because they are subtle — not 
necessarily visual differences. Advert 
tisers who understand the foundation 
und construction of this wall of differ- 
ence can build up a strong competitive 
advantage in sales and profit. Write 
[rue Story Women’s Group, 206 E 
43rd St., New York 17, N. Y 


The Decade of Incentive 


A study of internationalism in mar- 
keting, which cites international gains 
for nations of the Free World—more 
than 50% rise in production and 20% 
gain in population during the next ten 
years—and points out that, with de- 


mand for the essential commodities 
of life now reasonably satisfied in 
larger sectors of the Free World, mar- 
kets for a long list of relatively non- 
essential goods and services are likely 
to develop at an accelerating rate. 
here are marketing data on prospects 
of the I960’s in 20 countries of th 
Free World. Thirty-three charts high 
light many elements of “growth situa 
tions.” Write Caroline Hill, Dept 
SM, Corporate Information Office, 
McCann-Erickson, Inc., 485 Lexing 
ton Ave., New York 17, N.Y 


The Car-Buying Public 

Principal objectives of this stud 
were to determine dealers’ attitudes 
toward the current and contemplated 
compact cars, to measure interest in 
these cars on the part of the car-buy- 
ing public, to tap peoples’ image cf 
the current compacts, to find out who 
are the new-car prospects, to com- 
pare their attitudes toward the new 
1960 cars and assess the importance 
of each group to the automotive in- 
dustry, to find out how to influence 
the total car-buying public — to see 


which of the major media does the 
best job of impressing and interesting 
the total new-car market. Write 
Thomas E. Coffin, Director of Re- 
search, National Broadcasting Co., 
Inc., Dept. SM, RCA Bldg., Radio 
City, New York 20, N.Y 


Radio Listening 


A survey conducted by Bennett- 
Chaikin, Inc., to evaluate and deter- 
mine the impact of radio on the inde- 
pendent food and drug retailers of 
Greater New York: to discover their 
listening habits in their stores, in their 
homes, in their cars; and to put the 
new information to work in the serv- 
ice of the increasing number of food 
and drug advertisers and their agen- 
cies. Selecting some 63 different loca 
tions in a city and suburban interview 
area, a total of 2,561 retailers, 1,549 
independent food store proprietors and 
1,012 independent druggists in the 
tri-state, Metropolitan New York mar- 
ket were interviewed. Write Charles 
W. Parker, Vice President, Radio Sta- 
tion WPAT, 60 E. 56th St., New 
York 22, N. Y 


Woman's Day Buyers 


A survey conducted among certain 
buyers of Woman's Day by Elmo 
Roper & Associates in consultation 
with Advertising Research Founda 
tion, Inc. It compares findings for two 
groups of the magazine's purchasers 
women purchasing the magazine dur 
ing the first three days of sale, and 
women purchasing it two weeks later 
Findings for early and late purchasers 
include: reasons for purchasing; num 
ber of articles read within one day, 
two weeks, four weeks; use and dis 
position of the magazine; frequency 
of shopping in Woman’s Day stores; 
ownership of household furnishings 
and equipment. Write Ted Barash, 
Promotion Director, Faucett Publica- 
tions, Inc., Dept. SM, 67 W. 44th 
St., New York 36, N.Y 


Sales Aids from Advertisers 


Have you written for these booklets 
r samples described in recent advertise 
nents in Sales Management? 


Marketing Assistance Program: Data to 
help you locate true buying-specifying 
teams. Function and sentemeladiie of 
buyers—for some industries even the time 
and frequency of purchases—are ll 
labeled. Dept. SM, Chilton Co., Chestnut 
and 56th Sts., Philadelphia 39, Pa. 


Contest Planning: Details on prizes, proc- 
ess entries, legal approvals, delivery of 
prizes, obtaining celebrities for drawing 
and judging winners, original contest 
ideas, TV exposure. Dept. SM, Contests 
Unlimited, Inc., 1780 Broadway, New 
York, N.Y. 
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Direct Mail: Catalogue of up-to-date 
mailing lists. Dept. SM, McGraw-Hill 
Direct Mail Division, 330 W. 42nd St 
New York 36, N.Y 


Idea Letterheads: New catalogue show 
inging distinctive designs for the Christ 
mas holiday season, bulletins and sales 
messages. Copy suggestions are included 
Dept. SM, Idea Art, 309 Fifth Ave., New 
York 16, N.Y 


Training Films: For motivating salesmen 
and dealers. Dartnell, Dept. SM, 4664 
Ravenswood Ave., Chicago 40, II] 


Selling on Sight: Idea kit for new tech 
niques in visual selling aids, stereo, 
viewers, filmstrips and slides. Dept. SM, 
Taylor-Merchant Corp., 48 W. 48th St., 
New York 36, N.Y. 
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Pressure-Sensitive Materials: New ways 
industry is using them to add new sales 
appeal to their products, reduce selling 
costs, and create new products. Samples 
included. Dept. SM, Fasson Products, 
250 Chester St. Painesville, Ohio. 


Sales Contests: How the prestige aift 
plan allows the winner to alee his own 
gift. Also details on using it for service 
awards, birthday programs, and gifts 
Dept. SM, Select-A-Gift, First Ave. N 
at 13th St., Birmingham 3, Ala 


Five Ways to Tell Your St 
information about paper-pa resenta- 
tions, blackboard chalk-talks, flip-chart 
presentations, card-chart speeches, 
nelboard demonstrations. Dept. SM, Ar 
lington Aluminum Co., 19005 W. Davi 
son St., Detroit 23, Mich. 


: Detailed 


an PN es 
A NIEXWAEIAS — 


S Ty Ailes | 5 EINTTIOG 


Starting with the October 3rd issue of 
LIFE, and in the first issue of each suc- 
ceeding month, advertisers can pinpoint 
their selling messages in an 11 state area 
from Maine to Maryland, in LIFE’s new 
Eastern States Edition. 

This marketing area accounts for 32% 
of the nation’s food store sales . . . 37% 
of apparel sales . . . about 31% of furni- 
ture, household equipment and appliance 
sales . . . and about the same for other 
goods and services. This area also ac- 
counts for 2,335,000 copies, or 35% of 
LIFE’s total net paid circulation.* 

This new edition offers advantages for 
advertisers with prime distribution in the 
East, or for anyone who wants concen- 
trated coverage in this top market area. 

It is another example of LIFE’s versa- 
tility as an advertising medium. It joins 
LIFE’s Western States Edition covering 
13 states and 17% of LIFE’s total net 
paid circulation. 


For rates and further information, call 
your LIFE representative. He can also 
tell you how to pinpoint your selling mes- 
sages in other areas by taking advantage 
of LIFE’s split-run facilities. 


] 1S) ell Thll 


NSid5 


*Publisher’s estimate, 
effective October 3, 1960 


ROCKEFELLER CENTER, NEW YORK 20, NEW YORK 
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INQUIRIES... 
WORTH CROWING ABOUT” 


BN ORD ic rmeheemtememamringnges eS 


300 GENTONM AVENUE MEW HYOE PARE, £ +t. YF 


May 26, 1960 


Mr. Dawson A. Ryder 
The Wall Street Journal 
44 Broad Street 

New York 4, New York 


Dear Mr. Ryder: 


Six hundred inquiries from our first 300 line insertion in the 
national edition of The Wali Street Journal is worth “crowing” 
about. 


Not only did your publication give Nord the highest coupon 

return for the lowest cost per inquiry but our sales reports indi- 
cate that we are reaching that significant segment of business-- 
those responsible for making buying decisions. 


You may be interested in knowing that although our ad ran 
more than a month ago, inquiries are still coming in--no doubt 
a most substantial tribute to the worthiness of this media for our 
future advertising dollars. 


Most sincerely, 


NORD PHOTOCOPY & BUSINESS 
EQUIPMENT CORPORATION 


ape 


Lawrence G, Kupler 
LGK: bsd Advertising Manager 


THE WALL STREET JOURNAL. 


Published at: New York, Washington, D. C. and Chicopee Falls, Mass. - Chicago and Cleveland - Dallas + San Francisco 
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How Hard Will He Work? 


Before you hire that “ideal” salesman, make sure he has the 


motivation to use the qualities you see—and the mental tough- 


ness to keep pushing in the face of the inevitable obstacles. 


By DR. RICHARD H. BUSKIRK 
Marketing Division 
University of Colorado 


He really fooled me. When I! 
hired him I thought he would de 
velop into one of our best salesmen 
He had everything a manager wants 
in a salesman—but he didn’t want to 
work.” So spoke a disillusioned sales 
mnanager who had been fooled by a 
smooth-talking job applicant an ex- 
penence encountered by many other 
sales administrators 

The question, “How can | tell priot 
to hiring a man just how hard he is 
willing to work?” has haunted many 
managers. Fundamentally, the answer 
to this question lies in determining 
the man’s motivation and mental 
toughness. 

Fortunately, there are a few pet 
sonal background factors that may 
provide some insight into these per 
sonality traits. However, before ex 
mining them it may be wise to 
clarify what is meant by the ternis 
“motivation” and “mental toughness.” 

Motivation is largely a matter of a 
man’s goals in life and how strongly 
he wishes to reach them. Mental 
toughness is formally defined as a 
person s ability to meet adverse de- 
velopments without allowing them to 
affect his determination to reach his 
goals. In slang terms, a mentally- 
tough man is a “money player”; the 
rougher the going, the tougher he 
gets 

Since a man’s motivation depends 
upon his goals and urge to reach them, 
it should be obvious that the first step 
to take is to try to establish the re- 
cruit’s goals in life. The traditional 
approach to this problem has been to 
ask the recruit, either on the applica- 
tion blank or during the interview, 
what he wants to be doing ten or 15 
years hence. The thought behind this 
tactic is that the respondent will dis 


close the extent of his ambitions and 
his expectations for the future. 

While this is no doubt true in some 
instances in which the person being 
interviewed is relatively unsophisti- 
cated in this area, most sales appli- 
cants are so steeped in job seeking 
techniques that they can disguise 
their true aim in life by giving some 
socially acceptable answer showing a 
moderate degree of ambition. The di 
rect question also fails to elicit how 
hard the man is willing to work to 
reach his stated goals 

Clearly, other methods must be 
used if some understanding of the 
man’s motivation is to be realized 
Fortunately, there are some other 
ways of attacking this problem. 

One of the most fruitful techniques 
for understanding a man’s motiva- 
tional patterns and aims in life is to 
probe deeply into his family back 
ground and the environment from 
which he comes 


> It is well recognized in psvchology 
and sociology that an individual is 
largely a product of his environment. 
His goals, ambitions, and drives are 
largelv inculcated in him by the cul- 
ture from which he descends. In our 
American culture, people tend to set 
as their goals in life a social station 
somewhat above that of their parents 
They feel that in order for their 
friends, their family, and their asso- 
ciates to consider them successful in 
life (something which is extremely 
important to a large segment of our 
population), they must at least rise 
above their familv-given position. 
Obviously, this is difficult for those 
coming from families in the upper 
social classes. An often frustrating 
problem facing individuals from well- 
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to-do families is that they find it ex 
tremely difficult to be more successful 
than their parents. 

A sales manager should be awar 
of the fact that if a recruit comes 
from such a background, he may not 
consider selling as the path to suc 
cess. He probably would not conside: 
the typical salesman’s job as being 
superior to that of his father, who 
may have been a profesional man o: 
a successful business executive 


& On the other hand, individuals trom 
the lowest social classes also present 
substantial risks. Sociologists have 
discovered that the cultural patterns 
of people from these lowest echelons 
of society are significantly different 
from what is normally considered the 
American tradition. 

Frequently, these people have not 
been indoctrinated with the Horatio 
Alger theme of success in business 
the philosophy that one should work 
hard and save his money—and the de 
sire for accumulating wealth. Fre- 
quently, their culture has taught 
: not to look bevond the next pay 
check. Thev are apt to be considered 
successful by those around them if 
they are merely able to keep a stead) 
job in some menial capacity. 

A sales manager hiring a recruit 
from the lowest social classes may not 
be able to deal with him, since most 
of the manager’s control mechanisms 
are predicated upon handling men 
who desire to succeed and who want 
to earn more money. 

Both extremes in our social spec- 
trum present considerable risk so far 
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OTHE 1961 SCHEDULE OF 


°o 


ospitals, 


JOURNAL OF THE 
AMERICAN HOSPITAL ASSOCIATION 


Special 
Issues 


MARCH 1 
PLANNING AND 
CONSTRUCTION ISSUE 


APRIL 16 
ADMINISTRATIVE 
REVIEWS ISSUE 


JULY} 
SMALLER HOSPITALS 
ISSUE 


AUGUST 1 
GUIDE ISSUE 


AUGUST 16 
CONVENTION PROGRAM 
ISSUE 


OCTOBER 1 
CONVENTION REPORT 


f HOSPITALS 


Specio 


Sheet for 1961 


Planning and Construction 
Administrative Reviews Issue 
Smaller Hospitals Issue 

| Guide Issue 

} Convention Program Issue 


Convention Report issue 


Nome 


Company 


Principa 


© 
2 


c 


Product 


treet 


t StaSio aes. 


Hospitals, 


JOURNAL OF THE AMERICAN 
HOSPITAL ASSOCIATION 
840 North Lake Shore Drive, Chicago 11 
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as sales 


the manager is concerned 
This leaves the individuals from the 
broad range of the so-called middle 
classes from which the best sales 
material is usually drawn. 

Within this broad middle range the 
sales manager must decide how the 
job he has to offer applies. He must 
get down to the specifics in each in- 
dividual case and after a thorough 
analvsis of background, decide 
whether or not the job at hand would 
be considered desirable by the can- 
didate and whether it would be too 
different culturally for the man to be 
successfully absorbed in it. 

Naturally, there are many excep 
tions to this princple, and sound 
executive judgment must be exercised 
in each case. If one is fundamentally 
hiring management trainees rather 
than permanent salesmen, a different 
view might be taken on men from 
the upper social classes 


Has he tried to better his position? 
An applicant’s previous employ 
ment record can disclose many things 
about his motivation and mental 
toughness. The record of a highly 
motivated person is usually signifi- 


cantly different from that of one with 
so-so motivation. 

Popular opinion to the contrary, 
a man who has done a moderate 
amount of job-jumping, with each 
successive position a clear advance- 
ment over the previous one, may be 
highly motivated. Being highly moti- 
vated and eager to advance in his 
career, he becomes quite impatient 
when his advancement is slowed 
through seniority systems or other 
barriers within a certain company 
The applicant who has worked for 
several previous employers should be 
examined quite closely to determine 
the exact reasons for his job-jumping 

On the other hand, the applicant 
who has worked for a previous em 
ployer for a long period of time with 
very modest improvement in status 
be a motivational risk. His ce 
sire to get ahead and improve him 
self may not be all that the managet 
wants 


may 


Has he produced? 


Naturally, how a man produced ii 
his previous positions should be care 
fully examined. Men with a high de 
tree of motivation do not hide it onh 


Cultural Background: 


Training Record: 


Was he a quitter? 


Who paid the bills? 


Business Background: 


Has he sought training? 


Checklist for Appraising Applicant's 
Motivation and Drive 


From what social background does he come? 
What values did his culture inculcate in him? 
Would he consider the position you have to offer oa 


mark of success in the eyes of his friends and family? 


How heavy a load did he carry? 
What did he do with his electives and free time? 


Why did he stop his training? 


Has he tried to better himself in business? 
Has he produced anything for his previous employers? 


Does he have tenacity? Has he stuck to a job until 


he mastered it? 


Personal Record: 


Has he overcome cny personal obstacles or handicaps? 
How aware is he of his purposes, attitudes, likes, and 


dislikes? 


Is he a directed person? 


IT’S PRETTY SELDOW... 
..-in fact it never has happened before! 


Texas’ TWO greatest newspapers, The pact to your advertising. To hundreds of 
FORT WORTH STAR-TELEGRAM and thousands of families, it will be a radical 
the Dallas TIMES HERALD, will jointly departure . . . a personification of the “New 
publish one gigantic edition on October Texas” of modern, responsible, forward- 
30th for their combined circulation .. . looking leadership. 

presenting the dramatic picture of the na- 
tion’s most fabulous metropolitan area 
The Dallas-Fort Worth Urban Complex. 


Reserve space now! This unprecedented 
joint edition, going to over 414,000 sub- 
scribers, gives you a prime opportunity for 
This unquestioned journalistic “first”, his- reaching the largest market in the South 
tory making in its concept, offers built-in ...a TRIPLE BILLION DOLLAR MAR- 
readership appeal adding substantial im- KET! Stake out a claim to your share! 


complete intorman>. LORT WORTH STAR-TELEGR: 


deadline and rate, write or Amon G. Corter, Jr., Pres. & Not! Advertising Director 


Relph 0. Rey, Net! Advertising Meneger 


call the Fort Worth STAR 


TELEGRAM, Ralph Ray or LARGEST COMBINED DAILY CIRCULATION IN TEXAS 
Jack Campbell without the use of schemes, premiums or contests 
“Just a good newspaper 
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to Dring it out tor certain emplovers 


it certain times. Their behavior pat 
terns show up right down through 
their life in everything they do. The 
highly motivated individual will have 
produced something in his lifetime to 
prove that motivation exists in him 
He may have held more than one job 
simultaneously; his output may have 
been particularly outstanding in some 


espect 


Does he have tenacity? 


\ mentally tough man sticks to a 
»b or task until he whips it. Bewar 


f the person 


| who tries this job on 


69.6%!" Phoenix folk keer 
oming Dack tor second 
Retell sales ore up 67.5% 
And the 1960 buying income of 
nix is 62.1% 
s tive years ago 
one medium that 
ves up 91.6% of the metr 
nix area p us 


h of 63% state-wide 
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that one but keeps changing becaus 
he didn't succeed 

One outstanding salesman tells of 
his first job selling door-to-door. He 
was a miserable failure, but he got 
mad at himself and stuck it out for 
two months until he could prove that 
he could sell door-to-door. Compare 
this behavior with that of many ap- 
plicants who knocked on three doors 
ind quit in disgust 


Has he sought training? 


rhe training record of the man wil! 
disclose many vital facts which shed 
light on his motivation and mental 


ee 
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toughness. Did he seek training ot 
was it forced on him? The person you 
want to hire has a thirst for training 
to improve himself; he does not need 
the prodding of parents or society to 
force him into schools or colleges 


How heavy a load did he carry? 


If the applicant is a college gradu 
ate, a study of his transcript will dis 
close many things. First, the highh 
motivated student takes more than 
the normal load of courses. Seldom 
does he graduate with merely 120 
hours credit; more tvpically he will 
have between 125 and 135 hours. In 
stead of taking the normal 15 hours 
each semester, he frequently takes 17 
or 18 


Was he a quitter? 


In addition, the highly motivated 
mentally tough individual usually does 
not withdraw from courses. If he e1 
counters a teacher or a course that i 
narticularly tough, he buckles down 
ind gets the job done; he does not 
retreat under fire 

Beware of the man who ran for 
the registrar's office to withdraw each 
time he encountered something more 
‘han he expected. It is not at all un 
usual to see some graduates who 
have withdrawn from one or more 
courses each term. Such a transcript 
should be a definite warning to the 
sales manager that this individual 
backs out when the going gets tough 
Also the progress the graduate mack 
toward the degree should be noted 
The problem student lacking motiva 
tion stewener drops out of school or 
changes schools frequently 


What did he do with his electives? 


It is important to determine what 
the applicant did with his elective 
courses. The top-notch person will 
have chosen subjects with real content 
for his electives, while the weak sis 
ter usually takes the easiest courses 
ivailable. Watch out for the graduate 
who has taken the 
through school: he will do the same 
thing through the remainder of hi 
life—take the easiest route 


easiest path 


Who paid the bills? 


Determine just how the applicant 
got through college if vou want to 
have some idea of his independence 


and motivation. Did he earn all o: 
part of his own way, or was he on 
the family dole? If it was the former 
vou can be sure of a certain degree 
of both independence and motivation 

One outstanding graduate whose 
family was wealthy gave his father 
an ultimatum during the junior year 
that he was not to send any more 


Families read TV Guide in a mood of relax 


\ difficult area in 
ppraisal of 


the advertiser's 
magazine is the 
mood in which readers approach it 


any 


the psychological aura that sur- 


rounds it. Measurements here are 


few and hard to come by 


Reader mood is one important facet 
of TV Guipe probed in the study in 
depth made by Dr. Burleigh B 
Gardner and Social 
Inc., staff conclusions are 
significant, 


his 
The 


Research, 


Firm purpose stands behind the pur- 
chase of TV Gurpe by 7,250,000 


For your copy 


ol 


families cach week. Most are sele 

tive viewers who are determined that 
their TV hours be constructive, 
worth while and enjoyable . and 
who find the articles and features of 
this magazine, cover-to-cover, 
pensable to that end 


indis 


The active approach to television of 
selective viewers is consistent with 
their purposeful view of all leisure 
activities. These are the people who 
tour America, read books, man home 
workshops, listen to hi-fi, delight in 
gourmet cookery. These are partisans 


of The Good Life, U.S.A. The mood 


IV Guipe: A Srupy in Deptu,” 


d enjoyment 


in which they read TV GuipE com 
bines this intelligent pursuit of relax- 
ation with the seeking of authoritative 
IV facts and reliable TV guidance 
And all of this normally occurs within 
the context of the family group. 


Here is an ideal atmosphere for the 
idvertiser to reach out and touch the 
maginations of millions of prospects 

to make sales of impulse prod- 
ucts through print . . . to create the 
daydreams which will wind up as 
reasoned major purchases 


Here is advertising opportunity 


which details 


this important survey’s findings, call your local TV Gute office or 


vrite TV Guipe, National Advertising Department, Radnor 


Pa. 


Best-selling weekly magazine in America... circulation guarantee 7,250,000 ce Bais) 
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money. The student confessed to |; 

advisor that he felt guilty about liv 

ing off the “old man” for so long and 
wanted to get out and earn his own 
way for a change. Such a desire for 
independence is a highly desirable 
trait for salesmen 


Has he overcome any obstacles? 


The signs of a mentally tough indi 
vidual are many and varied. Some 
times they appear in his record and 
sometimes thev do not. Some men 
tally tough people have never really 
been given an opportunity to prove 
it in a fashion that shows up aie 
n their records. However, the sales 


manager should look for some experi- 
ence in which the applicant has had 
extreme discouragement or has en- 
countered severe obstacles, but yet 
has gotten the job done. Has he over 
come some handicap in his past? Has 
he turned in starring athletic per 
formances in the face of discourage 
ment? Does criticism discourage him 
or stop him from pursuing his goals? 


Why did he stop his training? 

For applicants who failed to com 
plete high school cr who did not go 
on to college, significant information 
may be had by determining why they 
failed to complete their schooling. It 


WHICH SALESMAN 
IS REALLY HAPPY 

WITH HIS 

CAR ALLOWANCE? _ 


NEITHER—and here's why. 


These salesmen-owned cars are used for company business, 
and, as is often the case under such a plan, both men feel 
they are not fairly reimbursed by the company for the use 


of their cars. 


The solution? PHH has it . . 


. a unique, low cost car plan 


to satisfy both salesmen and management. 


if you employ 20 or more salesmen using transportation, find 
out how you can benefit from the unique advantages offered by 
PHH. Call or write today for full information and a copy of our 
brochure entitied “A Look Into The Peterson, Howell and Heather 


Cer Plan”. 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management Services for 
Salesmen’s Car Plans 

2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 

In Canada—3970 Cote des Neiges Rd. 
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is amazing to note the number of peo 
ple who say that thev did not go to 
college because they could not afford 
it. Granted that in mary cases this is 
a valid reason, still colleges have 
many students who cannot really af- 
ford to be there, but who nevertheless 
have enough toughness and deter- 
mination that they will get through 
one way or another 

One job applicant stated that he did 
not go to college because he was mar 
ried shortly after graduating from 
high school. He did not believe that 
a married man could make it through 
college. If this were the case, a great 
many college graduates would not 
have made it. 

The fact remains that a man who 
is mentally tough will achieve what 
ever goals he desires despite any bar 
riers or adverse developments he en 
counters. One senior, who had onl) 
one term to go to graduation, was 
dropping out of school for financial 
reasons. His advisor tried to show him 
the foolishness of his decision, but he 
insisted that he could no longer stave 
off his creditors; he had to get out and 
get a job. He claimed that he could 
not work while going to school full 
time. Yet any experienced interviewer 
can point to many men Ww ho hold 
down full time jobs while going to 
school full time. Granted, it is not 
easv, but neither is selling 


How aware is he of his purposes and 
preferences? 


Finally, much insight into,a man’s 
motivation and mental toughness can 
be had from extensive talks with him 
concerning his likes and dislikes, what 
he wants out of life, and his general 
attitudes on just about anything that’s 
brought up 

Usually the highly motivated per 
son knows exactly what he wants in 
life and how he plans to get it. In 
contrast, the weak sister is generally 
vague about his plans, frequently does 
not know what he wants out of life, 
ind is generally a non-directed person 

However, the interviewer  fre- 
quently cannot determine a man’s 
true personality in these respects until 
he breaks down the initial barrier that 
the applicant puts up for appearances 
during formal interviews. @ 


> For further reading on this subject, 
reprints of two related articles are 
available: “What Traits and Work 
Hahite Characterize Successful Sales- 
men?” SM, Iune 15 and July 6, 1956 
reprint #329, 25 cents), and “What 
Makes a Man a Successful Salesman?” 
SM, Oct. 2, 1959 (reprint #404, 
price: 20 cents). Write: Readers’ Serv- 
ice Bureau, Sales Management, 630 
Third Ave., New York 17, N.Y. 
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BEGINS WITH DOW PACKAGING MATERIALS 


From Dow comes a wide range of thermoplastic formulations in the industry for packaging appli- 
cations unlimited. To name a few: Dow Polyethylene, Trycite, Saran Wrap, Polyfilm, Styron, Ethocel, 
Pelaspan, Styrofoam, Latex coatings, Saran resins. Today's package engineer looks to Dow not only 
for the right material, but for the technical assistance that can help him make the most of it. 


These pages illustrate a few of the many packaging materials and ideas . . . creative ideas in new 
materials and in new ways with established materials. Check these pages for a clue to creating a 


better package for your product . . . then check with Dow, your most complete source of supply. 
Write to The Dow Chemical Company, Midland, Michigan, Plastics Packaging Service 1730, 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN Dow . 


One of the most versatile of all packaging films, Dow 
polyethylene film is uniform, clear and strong 

making bags easier to handle, more attractive and 
making sales for a long list of items at the produce 
counter. Polvfilm® comes in formulations offering ex 
ceptional clarity impact resistance and tear strength 


at 


Polyfilm may also be treated for optimum printing and 
sealing qualities, can be formulated with slip additives and anti-block 


additives for improved workability 
hether you want to package r 


ything in between 
in packages made of Polyfilm 


radishes or ready-to-wear or an 


ctional efficiency, extra sales appeal 


you can count on extra 


In the field of rigid packaging, Styron®, Dow’s 

polystyrene, is an outstanding material for func- 

tional and quality packaging. The clear, sherbet- 

selling packages are injection-molded of Styron. 

Thin-wall construction now offers new economy 

S YR N and new opportunities for competitive packaging. 
Range of Styron formulations give the “rigid pack- 


ager” a choice of crystal-clear or opaque in decorator-styled colors . . . in formulations for molding, 
extrusion, or thermo-forming. Important plus for food packagers: Many Styron formulations within 
the Dow family of plastics fully comply with the requirements of the Food Additive Amendment, for 
use in food packaging. For specific applications and products see your Dow plastics representative. 


Crystal clear, sparkling Saran Wrap* adds new appeal 
to any product, but has special advantages for foods 
such as cheese. Wrapped in heat sealable Saran Wrap, 
the wedges, sticks, chubs, half-moons and squares take 
on a new surface sheen that adds “sell.” This quality 
protective film has excellent printed appearance with 
both surface and “t ped” printing. The excellent 


moisture and vapor barrier properties of Saran Wrap lock flavor in. Satin-soft, pliable Saran Wrap 
won't cloud or become brittle. It retains its protective qualities indefinitely, giving extended shelf life 


*TRADEMARK 


Pelaspan® offers a shock-resistant cradle 
that cushions without rebound — custom 
tailored to fit the contours of delicate prod- 
ucts that call for extra protection in 
handling and shipping. Pelaspan, when 
molded, is rigid, light in weight, highly 
resistant to impact. It offers low thermal 

conductivity, good chemical resistance, low vapor transmission, high strength-to-weight ratio, no odor. 
When Pelaspan is injection molded, a high density molding with smooth surfaces can be achieved with 
wood grain and texture effects and the decorative packages become attractive display units. For 


shock resistant packaging, Dow can supply the just-right materials in Pelaspan, Styrofoam® or Dow 
polyethylene foam 


Coatings with Dow Latex are giving boxboard its bright new sales appeal. 
Colors are clearer and truer, printing is sharper . . . because Dow Latex in 
the coating means superior printability, improved gloss and a new, over-all 
look of quality. Dow Latex 630 adds superior pick resistance, excellent 
mechanical stability and starch compatability. Full-color food illustrations, 
ordinarily hard to reproduce, come clear and clean and true to life. And 
Dow Latexes give the boxboard manufacturer higher coating weights, 


quicker drying, and far broader range of packaging applications . . . as well as coatings that fold easily and have 


high resistance to cracking. 


Are You Paying 


Your Salesmen for 
Full-Line’ Selling? 


. . . OF are you encouraging them to make quota by selling 
heavily in only one or two products? Then take a look at 
Porter-Cable’s new balanced selling program. It gives the 


right incentive for selling slower-moving, hard-to-sell items. 


“Why waste my time trying to sell 
Product ‘X’? I can sell ten times as 
much of ‘A’ and ‘B’ in half the time. 
... After all, I have a quota to make.” 

Familiar words to many a sales 
exec. And they were familiar, too, to 
E. Lawrence Tabat, vice president of 
marketing for Porter-Cable Machine 
Co. of Syracuse, N. Y. For years, his 
sales representatives had been respon- 
sible only for total dollar volume - 
and they could make quota by selling 
heavily in just one or two product 
line s 

Recently, this became a real prob- 
lem, particularly with the company's 
rapid of product lines 
through acquisitions and new product 
development 

“We had to develop an over-all 
sales program that not only would 
provide an incentive to sell new prod- 
ucts, but also would get action for 
some of the slower-moving, harder-to- 
sell items in our line,” Tabat explains 
“Our answer was a Performance Club 
which gives our salesmen both recog- 
nition and reward for full-line sell- 
ing.” 

In setting up the Performance Club, 
Porter-Cable divided its product lines 
into eight categories and established 
quotas for divisions and individual 
salesmen. Under the new plan, each 
man must first achieve 100% of his 
over-all volume quota before he quali- 
fies for additional incentive earnings. 

When the sales representative 
reaches 100% of his quota, he recieves 
a bonus factor. For each category 
over quota he receives additional 
bonus factors, called balance points, 
which result in extra earnings. The 


expansion 


quotas are on a quarterly basis, giv- 
ing each man four chances during the 
year for extra earnings. Porter-Cable 
felt that men getting off to a slow start 
might give up when the yearly quota 
looked too difficult to achieve. 

At the end of the year, the Per- 
formance Club winner is chosen not 
only on the basis of his achievement 
of his over-all sales quota, but also 
with respect to his performance in 
each of the product categories. 

For example, one sales representa- 
tive could end up with 150% of his 
quota and have only four balance 


points, while another salesman might 
achieve only 120% of quota and have 
five balance points. The man with 
five points wins the Performance Club 
award because he did the best job of 
balanced selling. 

The winner of the Performance 
Club not only pockets the cash he has 
earned from his bonus points, but also 
receives a cup award and an all-ex- 
pense-paid trip to either Bermuda or 
Hawaii. 

The success of this program, Tabat 
declares, is reflected “in the greater 
profit and increased product mix re- 
corded in the first year of its opera- 
tion.” 

As to division managers—the incen- 
tive plan makes them, in essence, in- 
dividual businessmen. When they 
receive their division quotas, it is 
their responsibility to assign the indi- 
vidual salesman’s quota. To keep 
emphasis on the right products, a 
bonus paid to the division manager is 
based on the profitability of individual 
items. On those which have the 
greatest profit margins, the division 
head receives the largest bonus. This 
is “another attempt at upgrading and 
guiding the sales program,” Tabat 
notes. 

Quotas are determined on market 
analysis of all territories, using Sales 
Management's “Survey of Buying 
Power’ and other buying indexes. 
Areas are scrutinized by markets and 
product sales to determine immediate 
quotas and future sales programs. 


® To further help its salesmen in 
“full-line selling,” Porter-Cable has 
developed two new sales aids for plan- 


A 100% ACHIEVER—Top man of Porter-Cable’s Performance Club is honored for 
not only reaching his quota, but also for his 100% score in all product lines. 
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What every buyer of 
newspaper space 


should know... 


MONTGOMERY 
ALABAMA 
population 


UP 
22% 


City Population Now 


133,874 


County Population Now 


168,525 


Are your sales 
quotas and space 
schedule now in line? 
If not, call 


Kelly-Smith Co 


wLY FE Tive VERA r THE 


™ ” ARAMA ™ 


Che Hlontqomerp Advertiser 


ALABAMA JOURNAI 


Sound Off... 


Much of Sales Management's 
editorial planning is ignited 
by subscribers themselves, 
through their letters-to-the- 
editors. We welcome not only 
your reaction to SM articles, 
but invite you to tell us what 
subjects you'd like to see us 


tackle. 
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ning their time more efficiently. These 
are a “Planning Guide” and a “Pros- 
pect Guide”"—compack booklets easily 
carried in a shirt pocket. 

The Planning Guide is divided into 
two half-year periods and includes a 
calendar to help the salesman sched- 
ule major programs on an 8-week 
basis. It also contains a detailed 
checklist of promotions and programs 
during the 6-month period covered by 
the guide; a section in which plans 
for dealers can be detailed for each 
product line; and a “lest we forget” 
checklist covering all details to be 
covered on each dealer call 

The other tool prepared for Porter- 
Cable salesmen—the Prospect Guide 
—includes a detailed checklist of 
things to do in setting up a new 
dealer; a quick policy statement, and 
a Dun & Bradstreet key to ratings 
This was designed to save constant 
turning of pages when a salesman 
compiles prospect lists. 


Also in this guide to new business 
are all of Porter-Cable’s IBM codes 
for different types of dealers; a num- 
ber of pages for listings of prospective 
dealers, their potential volume and 
the competitive lines they carry; 
check-off columns for call dates, and 
a daily calendar section for detailed 
planning 

The favorite target of the average 
salesman is the voluminous amount of 
paper work he is required to do. The 
enthusiastic reception of the pocket 
guides by Porter-Cable sales represen- 
tatives indicates that these sales tools 
have been instrumental in making 
their planning and their selling easier 

As Tabat explains it, “There isn't 
any question that these guides have 
been a major factor in improving the 
efficiency and planning habits of our 
sales representatives. When this hap- 
pens, it pays off in one route: more 
sales through more effective selling 


time.” @ 
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o AMERICA — 


wae 


READY 


..-A New Study by the 
Chicago research division 
ef McCann-Erickson Inc... 
the most significant 
evaluation of farm media 
ever undertaken 


for Midwest Farm Market Advertisers 


Which farm publication offers . + Which gives you highest . » » which—the most readers in 
you greatest coverage reader preference income Classes I-IV? 


jal | 
Wey 


Which reaches more of the big . +» . which delivers more of the and which reaches farmers 
gest crop producers biggest livestock raisers . . owning most equipment? 


Which farm medium is the best value by 
ANY and ALL YARDSTICKS YOU WISH TO APPLY? 


MIDWEST UNIT fan Poor 


Prune France THES (Pewee 
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your foot 
in the door! 


In Buffalo and its growing suburbs more doors are opened daily by the BUFFALO EVENING 
NEWS. 

In fact—— more than twice as many as the Buffalo morning newspaper. 

This is NEWSpower! ... the power of one newspaper to get into more homes, influence more 
opinion and motivate more buying. 

87% of Buffalo’s suburban homes, 83% of the city zone homes receive the NEWS daily. Com- 


pared to the 42% average of the morning paper in both areas you have better than a 2 to 1 
advantage with NEWSpower! 


NEWSpower gets your foot in the door. Its coverage adds power and potential to your sales 
message. The full impact of NEWSpower is revealed in the recent Carl J. Nelson Research 
study made of the vital and expanding Buffalo market. 


NEW The results of this study are so conclusive and 
rane the statistics so convincing that we have put 


them together in a compact, 24-page brochure. 
re We'd be happy to send you a copy. Write us 
direct or contact our national representatives 


iN ; 
__ aon —6lil he your area. 


BUFFALO EVENING NEWS 


One of America’s Great Newspapers 218 MAIN STREET © BUFFALO 2, N.Y 


Represented nationally by 


KELLY-SMITH CoO. 


760 Third Avenue, New York 17, N. ¥., VU 66-4433 
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SALES PROMOTION IDEA FILE 


By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


U.S. Road Atlas for Premium 


Small enough to fit in the glove 
compartment of any car, yet large 
enough to contain complete full color 
road map information, the United 
States Road Atlas, 56 pages in full 
color, makes an excellent premium, 
and costs only 25 cents in quantity. 
This handy volume includes sectional 
maps of all 50 states plus Canada and 
Mexico, Canadian and Mexican tourist 
regulations, toll road information, Na- 
tional Park highlights, mileage chart 
between cities, motor laws in various 
states, street and route maps of more 
than 20 cities, information on over- 
night accommodations, points of in- 
terest, etc 

For free sample and price list, 
write to Edwin A. Nickel, I. S. Berlin 
Press, 3201 N. Kimball Ave., Chicago 
18, IL. 


Reporting with a Sketch Pad 


A recent issue of the Western Elec- 
tric internal-external house magazine 
carried an unusually interesting series 
of sketches of the Western Electric 
Engineering Research Center. A 
warm, humanized series on people at 
work, these sketches were a refreshing 
change of pace from photos. They 
dramatized in memorable fashion the 
iob that Western Electric is doing in 
feats up with the fast 
science and te hnology 


Pfizer, the 


pace of 


chemical manufacturers, 
used the same artist to present 
sketches made at their annual meet- 
ing, and the effect was most pleasant 
and unusual—sketches of the meeting 
in action, the stockholders’ tour of the 
plant, visiting the research facilities, 
etc 

The artist who did these illustra- 
tions is available for field trips, for 
sketch reportage for booklets, annual 
reports, books, special reports, ete 
For samples of his work, or further 
information, write to Tracy Sugarman, 
9 Old Hill Road, Westport, Conn 


Putting Your Best Face Forward 


It’s the little things that count, and 
often the expression on the face of 
an executive when a public ity shot is 
taken can make the difference be- 
tween a good impression in print, 
and a mediocre one 

A helpful little booklet, “Hold 
It! Don’t Move!,” prepared in con- 
junction with Ralph Steiner, industrial 


photographer, Ruder & Finn, Inc., 
public relations counselors of 130 E. 
59th St., New York 22, gives tips on 
how to minimize double chins, bulg- 
ing paunch, glaring eyeglasses and 
other blocks to executive beauty and 
impressive ness. 

An executive who presents a pleas- 
ant, relaxed picture to his public is 
helping to build a favorable corpo- 
rate image—so smile, chin up and 
stomach in! 


How to Use Trade Fairs in Germany 


A convenient and inexpensive 
method of testing European market 
reaction to American products, and 
also a simple way to determine what 
new European products would be 
suitable, is attendance at some of the 
special fairs that are being conducted 
in 1960. Two hundred and fifty Ameri- 
can firms are already expected to par- 
ticipate in these fairs. One of them, 
Derby Sealers, Inc., Derby, 
listed their objectives as: (1) to gain 
complete product exposure and com- 
pany identification with European 
and overseas trade; (2) to stress 
Derby's affiliation with a German 
manufacturer; and (3) to bring 45 
Derby distributors from 27 nations in 
Europe, Africa and South America 
together for the first time. 

For information on these fairs, 
write to the German American 
Chamber of Commerce, 666 Fifth 
Ave., New York 19, N. Y. 


Conn., 


Historical Records As Premiums 


An area that has been ignored 
by most major record companies has 
received full attention from a new 
company called Enrichment Records. 
I refer to records that cover Ameri- 
can history, including important 
speeches and documents. This com- 
pany has not only created an exciting 
series of records, but they have pre- 
pared quizzes and outlines to go with 
each record, for study purposes 

The records, which explain the im- 
portant points of each document or 
speech covered, describe the exciting 
events of the historical period out of 
which each document grew, and con- 
tain authentic folk music of the histori- 
cal period. They make excellent give- 
aways and premiums, especially for 
the youth market. 


Here are some of the docu- 
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"How come 


VPD 


SALES BINDERS 


REFERENCE BOOK 


cost so much less?” 


Over 400 in-stock, ready-made 
binders to choose from. EASELS, 
FLIP-OVERS . 
24x18 .. 


. sizes from 7x5 to 
. many styles and colors. 


At your stationers now. 


VPD 
SALES BINDER 


Write for Reference Book #10. 
JOSHUA MEIER CO., INC 


* New Y 


\ 


GB) ORCHAWAIL 


ORCHIDS 


for her wil wt | nea 


ORE 2 


TRAFFIC . 
NOW 


GOODWILL 
FOR AS LITTLE AS 


WRITE TODAY! 


SALES DIV. 


ORCHIDS OF HAWA 1N 


an” 
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~COMPACT_UNIT FOR 
SOUND-AND. SIGHT 


COMMUNICATOR 


THE-DESK-TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 

“ices visually—AND narfates your story dra- 
matically .. . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Idea! for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handies up to 12” records (20 min. play at 33% 
tpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing « Pre- 
cision optics « One knob framing with click stops « 
Storage space for records, film strips, etc. « AC, 
110/120v « Overall 19” x 13” x 59” e Abt. 15 Ibs. 


e Fully guaranteed ONLY $98.50 
. . » for those whe do not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


slide demonstrations: 


COX 
EXECUTIVE 


PROFESSIONAL 
PRESENTATIONS, 

— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


© Precision optics « Patented 8” x 8” Lenscreen for 
wide angle viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. cr’ sequence showing « Rugged 
aluminum unit « AC-DC, 100-125v. Only 6 Ibs. 
$69.50 


Used by leading corporations & institutions! 
WRITE NOW for illustrated literature & name of 
dealer 


C:0°-C 


INDUSTRIAL 


37-19 23rd Avenue 
Long isiand City 5, N.Y 
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ments, periods, subjects and speeches 
covered: 
Thomas Jefferson 
The Vikings 
George Washington 
The Santa Fe Trail 
The Erie Canal 
Alexander Hamilton and Aaron Burr 
Teddy Roosevelt 
Declaration of Independence 
Gettysburg Address 
The Bill of Rights 
Patrick Henry's Famous Speech 
The Mayflower Compact 
The Monroe Doctrine 
FDR’s Four Freedom Speeches 
Columbus 
Pilgrims 
Paul Revere 
Independence 
Marquette 
Lewis & Clark 
Benjamin Franklin 
Lincoln and Douglas 
John Paul Jones 
For a complete catalogue of these 
admirable records, write to Martha 
Huddleston, President, Enrichment 
Records, 246 Fifth Avenue, New 


York 1, N. Y 


Miniature Cut-Outs of 
Products Help Sell 


An unusual “Miniature Presenta- 
tion Kit” that has movable %-in.- 
scale photographic cut-outs of all 
types of vending machines is being 
offered to operators by Rowe Manu- 
facturing Co. The device helps 
demonstrate graphically the versatility 
of automatic cafeterias to architects, 
designers, office managers and other 
planners of factories, offices, institu- 
tions, etc 

Called “the most important new 
sales aid in the vending industry,” 
by Charles H. Brinkmann, president 
of Rowe-AMI Sales Co., the kit con 
sists of 3-in.-high replicas of all 
Rowe vending machines which can 
be included and arranged according 
to the particular requirements of each 
location. A %-in. scale on the easel- 
back “frame” of the kit gives an 
immediate approximation of the 
amount of wall space a machine group 
will use. Additional information, in 
the form of printed pene ap- 
pears on the back of each miniature 
machine. Operators or location man- 
agement can easily line up various 
arrangements of any number of ma- 
chines in the “Roweboteria” line of 
compatible vendors that includes 
cigarette, hot food, candy, cold drinks, 
sandwiches, candy and snacks, pastry, 
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fresh-brewed coffee machines, and 
the new refrigerated “All Purpose 
Merchandiser” which dispenses 130 
food and drink items. 

The new “Miniature Presentation 
Kits” are available, at $2.50 each, 
directly from Rowe Manufacturing 
Co., 31 East 17th St., New York 
13, N. Y. 


Extra Services Constitute Promotion 


A Commuter’s Market recently 
opened up in the Pennsylvania Rail- 
road Station terminal of the Long 
Island Railroad in New York, featur- 
ing a broad line of staple and spe 
cialty food products. To stimulate 
word-of-mouth advertising and build 
good will and acceptance, the mar- 
ket added a number of homely, vet 
unusual services: 

Commuters Message Center— 

where messages of all kinds 
can be left, including what to 


bring home for dinner 


Community Bulletin Board 
where customers can post in- 
formation about social doings 
in their communities 


Swap and Sell Board—place to 
list anvthing you want to swap 
or sell 


The Commuters Market offers 
credit, too, through the Chase-Man- 
hattan Charge Plan. In a brochure 
distributed to all commuters, the mar- 
ket offered four money-saving cou- 
pons, each worth 25c toward a 
different item—coffee, delicatessen, 
steak, eggs 

And if vou leave vour order before 
11 A.M., the market will have it ready 


for vou to take home 


/4 Size Automobiles 


For $395 you can have a spark- 
ling, new Thunderbird or other popu 
lar make of car as a prize for your 
contest or incentive program. The car, 
51% inches long and 80 pounds in 
weight, has controlled speed under 5 
miles an hour, headlights, tail lights 
and horn, hand brake, 2 horsepower 


electric motor, puncture proof tires 


These small-size cars are superb 
crowd-stoppers. For full information, 
write to Powercar Co, Mvstic, Conn 


Sales Promotion idea File is a monthly 
review of sales-producing tools and 
ideas designed to stimulate the think- 
ing of salesminded executives. Address 
contributions to Lorry Schwartz, c/o 
Sales Management, 630 Third Ave., 
New York 17, N. Y. 


Long Distance pays 


in extra sales 


“We acknowledge every order with a Long Distance call” 


reports Marty Freedman, president, 


“Arlene of Hollywood”—Calif. sportswear manufacturer. 


LONG DISTANCE RATES ARE LOW 
“Not only is it a courtesy that’s appreciated by the cus- Here are some examples: 

tomer,” adds Mr. Freedman, “but it gives us a chance to Birmingham to Atlanta 

discuss and merchandise additional items. On perhaps 20 Milwaukee to Minneapolis 

to 30 per cent of such calls, we actually make additional Newark, N.J. to Cleveland 

sales while we're on the phone.” Boston to Chicago 


= , Los Angeles to Washington, D.C. 
lelephoning your thanks to customers is a proven sales 


building idea—and it opens the door to bigger orders. ens 


Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE 
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Marketing's 
Stake in the 
Political 
Campaign 


(continued from page 38) 


engaging in projects essential to national security. 

This is especially true where the personnel and basic 
knowledge which is brought to a Government project 
may have been financed for many years by a private firm 
before the Federal Government entered the picture. In 
a sense this proposal could destroy our patent system. 


¢ The Democratic platform also proposes that the 
Robinson-Patman Act be strengthened to protect small 
business against price discrimination. This obviously sug- 
gests the enactment of a bill, such as S. 11, which would 
eliminate the marketer’s “good-faith” defense in cutting 
his price to meet the equally low price of a competing 
seller. This proposal has been before Congress in one 
form or another for many years. 

This measure has been opposed by both the Depart- 
ment of Justice and the Federal Trade Commission in 
appearances before Congressional committees during both 
Democratic and Republican administrations. It has also 
been vigorously contested by a number of industry groups 

The preponderance of evidence points clearly to the 
conclusion that such a measure — while intended to “pro- 
tect small business” — would actually confuse marketers 
and seriously handicap their meeting competitors’ prices. 
It would also rob the marketer of the flexibility in his 
pricing system, curtail his ability to meet low-priced 
import competition, and open the possibility of his being 
hit with treble damage suits if he makes the mistake 
of not giving an equally low price to all customers who 
compete with each other. 


® The Democrats’ statement of intent to provide a 
more equitable share of Government contracts to small 
and independent business, although laudable, should be 
considered on the basis of (1) what constitutes an “equita- 
ble share,” and (2) the ability of small business to do 
the jobs demanded by present military requirements with 
expediency and at a reasonable cost. 

We often forget that all citizens pay for our defense 
material, and Government officials must be concerned 
with securing necessary supplies at the lowest possible 
price consistent with maintaining our superiority over 
that of any potential enemy. Any other course can only 
result in unnecessary additional costs to the public. 

The Democratic platform, it should be noted, calls for 
moving “from almost complete reliance on negotiation 
in the award of Government contracts, toward open, 
competitive bidding.” Here again, a serious question 
arises as to exactly how much of today’s complex defense 
requirements can be contracted on an advertised bid 
basis. This question will undoubtedly come in for 
serious scrutiny by Congress. 


© The statements of both parties endorsing further 
aid to small business will certainly merit the careful at- 
tention of all marketers interested in perpetuating a 
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strong, independent business segment in our society. 

In the past, small businesses could obtain ample funds 
from investors because our tax laws were designed to 
encourage the investment of venture capital. There will 
be a greater lasting benefit to the small business com- 
munity if steps are taken to encourage the investment 
of venture capital rather than to rely on Government 
loans to finance economic activity. 


World Trade 


Immediately after World War II, many countries were 
confronted with a so-called dollar gap, and our gold 
reserves provided the necessary bulwark for the free 
world. Today our reserves at Fort Knox may even be 
inadequate to meet all of the demands which might be 
placed upon us should they be exercised simultaneously. 

Because we have been carrying the major challenge in 
opposing Communist aggression and subversion — as well 
as the costs of many benefits for our own citizens, who 
currently enjoy higher wages with shorter hours — we 
have been losing our competitive selling position in many 
areas of the world. Still another factor which must be 
considered: We have furnished modern, new plants to 
our competitors abroad through our foreign aid program, 
and now these beneficiaries of our aid are sometimes 
beating us out on a price basis in our own markets. The 
party platforms on this issue: 


DEMOCRAT: In recognizing the domestic ad- 
justments that may have to be made as a result 
of expanding world trade, the Democrats’ plat- 
form holds the position that “trade-affected 
industries and communities need and deserve 
appropriate help through trade adjustment 
measures such as direct loans, tax incentives, 
defense contracts priority, retraining assistance.” 
The Democrats also pledge that they will “seek 
international agreements to assure fair com- 
petition and fair labor standards to protect our 
own workers... .” 


REPUBLICAN: The Republican platform calls 
for a policy of “gradual selective — and truly 
reciprocal — reduction of unjustifiable barriers 
to trade among free nations.” It relies on full 
use of the present Trade Agreements Act escape 
clause and peril point provisions to protect 
American jobs. In addition, it urges a stepped- 
up drive to increase exports, to attract more 
tourists from abroad, and to protect U.S. in- 
vestors against foreign confiscations. The Re- 
publicans join with the Democrats in encourag- 
ing the development of fair labor standards in 
exporting countries in the interest of fair com- 
petition. 


Comment: Few can quarrel with the objectives of the 
Democrats’ platform, which contemplates aid to Ameri- 
can industry injured by foreign trade. However, it is an 
economic fact that in order to meet foreign competition, 
our marketers must ultimately reduce their costs and 
improve their services to excel over their foreign com- 
petitors. The answer lies in marketing innovation and 
improved productivity — not subsidies. ® 


Intricate Exhibit 
arrives promptly... 
in perfect working order! 


U. S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
livered in New York ready to operate. 


America’s Most Recommended Mover 


@ Electronic intricacy of one major component is the key to the 
automatic strapping exhibit which U. S. Steel’s Supply Division 
entrusted to Mayflower’s moving care. It could easily be damaged 
in transit if not carefully handled. But when Mayflower delivered 
it from Chicago to New York City, it arrived in perfect condition 
and worked the first time it was plugged in. 

This type of service isan every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 
money, call Mayflower, to move your valuable exhibits. 


Ask for "17 Reasons Why” Booklet... a practical exhibit guide 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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New York Buying Offices 


(continued from page 47) 


Middletown, Conn 
Middletown, N.Y 
Tompkins Dry Goods Co 
Middletown, Ohio Central Store 
Muncie, Ind Ball Stores 
New Bedford, Mass 
New Bedford Dry Goods Co 
Norristown, Pa. Chatlin’s Dept. Store 
Norwich, Conn Reid & Hughes Co 
Ogdensburg, N.Y Empsall’s 
Olean, N.Y Bradner’s 
Painesville, Ohio Gail G. Grant Co. 
Perry, N.Y Rockwell Stores 
Perth Amboy, N.J Reynolds Bros. 
Pittsfield, Mass England Bros 
Port Huron, Mich J. B. Sperry 
Provo, Utah Taylor's 
Redlands, Cal The Harris Co 
Reading, Pa C. K. Whitner Co. 
Riverside, Cal The Harris Co 
Roanoke, Va. N. W. Pugh 
Rome, Ga. Fahy Store 
Saginaw, Mich Wm. C. Wiechmann 
San Bernardino, Cal. The Harris Co 
San Mateo, Cal Levy Bros. 
Scranton, Pa Scranton Dry Goods Co 
Troy, N.Y W. H. Frear & Co 
Union City, N.J A. Holthausen 
Utica, N.Y Harris Berger 
Waco, Tex Monig Dry Goods Co. 
Waterbury, Conn. Howland-Hughes Co 
Watertown, N.Y Empsall’s 
Wausau, Wis Heinemann Bros 
Wellsville, N.Y Rockwell Stores 
Wooster, Ohio H. Freedlander Co 
York, Pa Charles H. Bear & Co 


James H. Bunce Co 


Associated Dry Goods Corp. 
Amherst, N.Y 
The William Hengerer Co 
Bala-Cynwyd, Pa Lord & Taylor 
Beverly Hills, Cal J. W. Robinson Co 
Eastway, N.Y 
Sibley Lindsay & Curr Co 
Erie, Pa Erie Dry Goods Co 
lrondequoit, N.Y 
Sibley Lindsay & Curr Co 
Lexington, K 
» Stewart Dry Goods Co 
N.Y Lord & Taylor 
Lord & Taylor 
Hahn & Co 


Milburn, N.J 
Montclair, N.J 
Newark, N.Y. 
Sibley Lindsay & Curr Co 
Palm Springs, Cal. J. W. RoBinson Co 
St. Louis Park, Minn 
Powers Dry Goods Co 
Lord & Taylor 
Lord & Taylor 


Westchester, N.Y. 
West Hartford, Conn 


Associated Merchandising Corp. 
Brooklyn, N.Y Abraham & Straus 


Associated Merchandising Corp. 
Foreign Dept.) 
Canada Hudson's Bay Co. Retail Stores 
Canal Zone Panama Canal Co 
London, England Harrods, Ltd 
South Africa 
Garlick, Ltd.; John Orr & Co 
Stockholm, Sweden 
Nordiska Kompaniet 
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Sydney, Australia Farmer & Co., Ltd. 


Frederick Atkins, Inc. 
Asheville, N.C 
Cedar Rapids, lowa 
Daytona Beach, Fla 

Ivey's of Daytona Beach 
Germantown, Pa George Allen 
Greensville, S.C Ivey-Keith Co 
Madison, Wis Harry S. Manchester 
Ogden, Utah L. R. Samuels 
Poughkeepsie, N.Y Luckey Platt & Co 
Raleigh, N.C. Ivey-Taylor Co 
St. Joseph, Mo Townsend & Wall Co. 


Ivey's 


The Killian Co. 


Frederick Atkins, Inc. 
Foreign Dept.) 
Hamilton, Bermuda 
Trimingham Bros. Ltd 
Montreal, Canada 
Henry Morgan & Co. Ltd 


Paris, France Galeries Lafayette 


City Stores Mercantile Co., Inc. 
Maison Blanche 
Loveman, Joseph & Loeb 
Hearn’s 
Lit Bros 
Maison Blanche 
Franklin Simon 
Franklin Simon 


Airline Highway, La 
Bessemer, Ala 
Bronx, N.Y 
Camden, N.J 
Carrollton, La 
Clayton, Mo. 
Crestwood, Mo 
Cross County, N.Y 

Oppenheim Collins 
Kaufman Straus 
Franklin Simon 
Franklin Simon 


Dixie Highway, Ky 
Eastland Center, Mich 
Eatontown, N.] 
East Orange, N.J 
Oppenheim Collins and Franklin Simon 
Garden City, N.Y Franklin Simon 
Gentilly, La Maison Blanche 
Germantown, Pa Oppenheim Collins 
Hackensack, N.J Oppenheim Collins 
Haddonfield, N.J Oppenheim Collins 
Harundale Center, Md 
Oppenheim Collins 
Oppenheim Collins 
Oppenheim Collins 
Lansburgh’s 
Franklin Simon 
Franklin Simon 
Oppenheim Collins 
Richard's 
Franklin Simon 


Hicksville, N.Y 
Huntington, N.Y 
Langley Park, Md 
Lenox Center, Ga 
Manhasset, N.Y 
Menlo Park, N.J 
Miami Beach, Fla 
Milford, Conn 
Mondawmin Center, Md 
Oppenheim Collins 
Montgomery, Ala 
Loveman, Joseph & Loeb 
Morristown, N.J Oppenheim Collins 
Morrisville, Pa Lit Bros 
Northeast, Philadelphia, Pa Lit Bros 
Northland Center, Mich 
Franklin Simon 
Ric hard’s 
Oppenheim Collins 


North Miami, Fla 
Paramus, N.J 
Roosevelt Field, N.Y 
Oppenheim Collins 
Franklin Simon 
Lansburgh’s 
Franklin Simon 


Seven Corners, Va 
Shirlington, Va. 
Swifton Center, Ohio 
Thruway Plaza, N.Y 


Oppenheim Collins 
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Towson Center, Md. 
Oppenheim Collins 
Lit Bros. 
Lit Bros. 
Oppenheim Collins 
Maison Blanche 
Franklin Simon 
Franklin Simon 
Oppenheim Collins 


Trenton, N.J. 
Upper Darby, Pa. 
Valley Stream, N.Y. 
West Side, La. 
Westport, Conn. 
Wheaton Plaza, Md. 
Willow Grove, Pa 


Independent Retailers Syndicate 
Alexander City, Ala. D. Cohen & Sons 
Anderson, Ind. Banner Store 
Auburn, N.Y. William B. Hislap Co 
Batavia, N.Y. C. L. Carr Co 
Battle Creek, Mich. L. W. Robinson Co. 
Beloit, Wis. McNeany’s 
Brunswick, Me. W. F. Senter Co. 
Burlington, Vt. 

Abernethy Clarkson & Wright 

I. M. Jaffe & Sons 
Weinberg’s 
Powers & Co. 
Kaufman's 

Kohn & Co 

J. A. Kirven Co 

Lichtenstein’s 
Rosenbaum Bros 


Butler, Pa. 
Chester, Pa. 
Clarksdale, Miss. 
Colorado Springs, Colo. 
Columbia, S.C 
Columbus, Ga 
Corpus Christi, Tex 
Cumberland, Md 
Davenport, lowa M. L. Parker 
Dothan, Ala. Blumberg & Sons 
Dubuque, Iowa J. F. Stampfer Co 
Dunkirk, N.Y Safe Store 
East Liverpool, Ohio 
D. M. Ogilvie & Co 
Elgin, il Jos Spiess & Co 
Elizabeth, N.J Levy Brothers 
Elkhart, Ind Ziesel Bros 
Elmira, N.Y Sheehan's 
Emporia, Kan. Newman Dry Goods Co 
Escanaba, Mich The Fair 
Evansville, Ind Schear’s Dept. Store 
Fairmont, W. Va 
J M Hartley & Son Co 
Fayetteville, N.C Capitol Dept. Store 
Fort Dodge, lowa 
Tuerke Mercantile Co 
Fowler's 
Brown Co 
W ils« m's 
Worth’s 
Marsh's 
Bradshaw Dieh] Co 
Rothschild Bros 
Kalamazoo, Mich Michael ]. Leo 
Lancaster, Ohio Chas. P. Wiseman Co 
Lancaster, Pa M. T. Carvin 
Laurel, Miss Alex Loeb 
Lewistown, Pa Danks & Co 
Logansport, Ind. Schmitt Kloepfer Co. 
Madisonville, Ky Baker & Hickman 
Marion, Ohio Frank Bros 
Marysville, Cal Jang Stores 
McCook, Neb DeGraff's 
Meridian, Miss Alex Loeb 
Monroe, La The Style Shop 
Morristown, N.J M. Epstein 
Muskegon, Mich 
Napoleon Ohio 
New Albany, Ind 
Ss. W 
New Kensington, Pa 
Newport News, Va 
Niawara Falls, N.Y 
Oneonta, N.Y 
Owosso, Mich 
Patchogue, L.1., N.Y. 
Pawtucket, R.1 
Plattsburgh, N.Y 


Glens Falls, N.Y 
Gloucester, Mass Wm. G 
Greenfield, Mass 
Harrisburg, Pa 
Hudson, N.Y 
Huntington, W. Va 
Ithaca, N.Y 


( srossman’s 


The ( harle s Co 


Newburger & Co 
Silverman's 
Nachman’s 
Beir Bros 

Bresee’s 

D. M. Christian 
Swezey & Newins 
Shartenberg’s 
Merkel’s 


TT a 
7 


She’s sold! 


...and Du Pont cellophane’s “machine flexibility’ 
made the sale more profitable 


It takes two different machines to 
package the candy the lady is buying. 
One twist wraps the individual pieces 
in cellophane (at the rate of 250 per 
minute!)...the other makes the bag. 
Cellophane runs quickly and smooth- 
ly on both of these machines. 

This is a good example of Du Pont 
cellophane’s “machine flexibility” — 
which means you can run cellophane 
more economically on more different 
machines than any other packaging 


material. The result: with cellophane, 
your packaging costs go down—your 
profit per sale goes up. 

And no other packaging material 
has the selling power you get from 
Du Pont cellophane’s sparkling trans- 
parency ... its wide protective range 

. its design versatility . .. and its 
colorful printability. 

PROVE TO YOURSELF that Du Pont 
cellophane can help you sell more. . . 
increase your profit per sale. Ask a 
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Du Pont representative to give you 
all the facts. Du Pont Company, 
Film Dept., Wilmington, Delaware. 


ane 


Better Liv 


the gh Cher 


U PONT 
cellophane 


September 2, 1960 119 


YOUR ADVERTISING 
PLAN HAS TO INCLUDE 


The SYRACUSE MARKET! 


ALL OF IT! 


The SYRACUSE MARKET is 15 
counties-big and covers one-third 
the total of New York Stote! 


There’s only one sure and low 
cost way to 


SELL ALL THAT MARKET! 


The SYRACUSE NEWSPAPERS 


DELIVER ALL | 
OF THIS 

BIG 

MARKET 

GET THE DETAILS— 


The SYRACUSE NEWSPAPERS 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
we have published. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 
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Buying Offices 


(continued) 


Pontiac, Mich. 
Portland, Me. 
Portsmouth, Ohio Marting’s 
Portsmouth, Va. Bradshaw Diehl Co. 
Pottsville, Pa. S. S. Weiss 
Quincy, Mass. Sheridan's 
Richmond, Ind... Hoosier Mercantile Co. 
Riverside, Cal. 
Santa Rosa, Cal. 
Sedalia, Mo. 
Shreveport, La. 
Steubenville, Ohio 
Stockton, Cal. 
Sumter, S.C. 

Terre Haute, Ind. 
Torrington, Conn 
Traverse City, Mich. 
Troy, N.Y. 
Uniontown, Pa 
Upper Darby, Pa 
Utica, N.Y. 

Vallejo, Cal 
Washington, Pa 
Waterbury, Conn 
Watertown, N.Y. 


George's 
Owen Moore 


Rouse’s 
Rosenberg’s 
C. W. Flower Dry Goods 

Rubenstein’s 
The Hub 
Smith & Lang 
Brody Bros. 
Meis Bros 
McCann's 

J. N. Milliken 
Denby’s 
Metzler’s 

Helen Caro 
J. B. Wells Co 


I AON ee's 
The Caldwell Store 
Worth’s 


The Globe-Watertown 
Charles Ford Co 
Mosteller’s 

The Hub 

Leder Bros 


Watsonville, Cal 
West Chester, Pa 
Wheeling, W. Va. 
Whiteville, N.C. 
Winston-Salem, N.C 
Ideal Dry Goods Co 


Independent Retailers Syndicate, Inc. 
(Foreign Dept.) 


Panama City, Panama 
Heurtematte & Co. 

San Juan, Puerto Rico 
Martinez & Hernandez 


Kirby, Block & Co. 
Abilene, Tex Minter Dry Goods Co 
Afton, Okla Scott Livingston 
Ahoskie, N.C Ahoskie Dept. Store 
Albert Lea, Minn 

Bob Wallace Mercantile Co 
Alexandria, La. Wellan’s 
Altoona, Pa. 

Bergman & Monarch ( The Bon Ton) 
Amherst, Mass Ann August Co 
Anderson, Ind Fair Store 
Asbury Park, N.J Steinbach Co 
Asheville, N.C Bon Marche 
Ashtabula, Ohio Carlisle Allen Co 
Augusta, Ga 

Ruben’s (Richmond Dept. Store 
Aurora, Ill Ginsburg Sidney and 
S. S. Sencenbaugh & Co. 
Austin, Minn 

Bob Wallace Mercantile Co 
Bad Axe, Mich. H. J. Smith Stores 
Batesville, Ark Van Atkins Stores 
Battle Creek, Mich. Jos. C. Grant Co. 
Bay City, Tex Rosensweig’s 
Dept. Store ( Milady Shop ) 

Baytown, Tex. Economy Dry Goods Co. 
Beaumont, Tex. Bonwit Lennon 
(Consolidated Sun Ray) 
The Hub-Bel Air 
Blankinship’s 


Bel Air, Md. 
Belleville, Ill. 
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Billings, Mont. 
Bloomington, III. 
Bloomsburg, Pa. 
Boonville, Ind. 
Bozeman, Mont. 
Brattleboro, Vt. 
Brewton, Ala. 
Brinkley, Ark. 


Vaughn Ragsdale Co. 
W. H. Roland Co. 
Deisroth’s Sons 
George J. Roth & Co. 
Chambers Fisher Co. 
Houghton & Simonds 
Robbins McGowin Co. 
Van Atkins Stores 
Bristol, Tenn. H. P. King Co. 
Bronx, N.Y. Alexander's Dept. Store 
Brookhaven, Miss. Lofton’s 
Burlington, N.C. United Dept. Stores 
Cambridge, Md. P. Frankel Co. 
Campbellsville, Ky... King’s Dept. Store 
Canton, Ohio R. & J. Furniture Co. and 
Bon Marche (Consolidated Sun Ray) 
Cass City, Mich. H. J. Smith Stores 
Cedar Rapids, lowa Armstrong's 
Centralia, Wash. Lance Apparel 
Champaign, IIl. W. Lewis & Co. 

Charleston, W. Va. 
O. J. Morrison Dept. Store 
Chase City, Va. Chase City Dept. Store 
Chelsea, Mich. Anderson's 
Chicago Heights, Ill.. Kline's Dept. Store 

Chillicothe, Ohio 
Elberfeld’s Dept. Store 
Circleville, Ohio 

A. & H. Dollar Store ( Geller’s) 
Clare, Mich Wm. H. Bickuell Co 
Claremont, N.H. . Houghton & Simonds 

Clarksburg, W. Va 
O. J. Morrison Stores Co 
Leitzinger Bros 
Hibbard & Co 
James Pryor 
Van Atkins Stores 
Dorothy Schaefer 
Coronado Dept. Store 
Randalls 


Clearfield, Pa 
Colorado Springs, Colo 
Columbus, Miss 
Conway, Ark. 
Coral Gables, Fla 
Coronado, Cal., 
Corpus Christi, Tex 
Council Bluffs, lowa 
Krasne Bros. & Sons 
Danville, IL. Meis Brothers 
Dennison, Tex. Madden's 
Dexter, Mo. Stovall Co 
Dover, N.H. Sawyer Mill Factory Outlet 
Dunbar, W. Va Sloan’s Dept. Store 
Duncan, Okla Boggs-Stephens 
Durham, N.C United Dept. Stores 
Eaton Rapids, Mich Webb's 
Edenton, N.C Betty Shoppe 
Elizabeth, N.J R. J. Goerke Co 
Elkin, N.C Spainhour Sydnor 
Enid, Okla Herzberg’s 
Eunice, La Louis Wright's Store 
Evansville, Ind 
Bon Marche (Consolidated Sun Ray) 
Fairmont, Minn 
Bob Wallace Mercantile Co 
Fayetteville, Ark Campbell Bell 
Festus, Mo Golman Co 
Flagstaff, Ariz Fine’s Ready-to-Wear 
Flat River, Mu. Golman Stores 
Ft. Smith, Ark. Pollock Stores and 
Rockwood Shop ( Pollocks ) 
Frederick, Md. John D. Hendrickson 
Freeport, Ill. 
F. A. Read Co. (P. A. Bergner Store) 
P. A. Bergner Co 
James S. Jones & Co. 


Galesburg, UL 

Germantown, Pa 
Grand Island, Neb 
S. N. Wolbach’s & Sons 
Ginsburg’s 
Ann August Co. 
Bailey's Dept. Store 
Gulfport, Miss. Northrop’s 
Hammonton, N.J. Miller’s Dept. Store 
Harbor Beach, Mich. _H. J. Smith Stores 


Granville, N.Y. 
Greenfield, Mass. 
Groveton, N.H. 


Harlan, Ky Central Stores ( Geller’s ) 
and King’s Dept. Store (Geller’s) 
Harrisonburg, Va. Joseph Ney’s 
Hastings, Neb. Brach-Thompson 
Hazleton, Pa. Deisroth’s Sons 
Herrin, Ill. Elles, Inc, ( Herrin Supply 
Co.) and Herrin Supply Co. (Elles Co. ) 
Hillsboro, Ohio ._ Elberfeld’s Dept. Store 
Homestead, Pa. Half Bros. 
Honesdale, Pa. Newman's 
Hood River, Ore. Paris-F air 
Hot Springs, Ark Kempner’s 
Huntington, W. Va 
O. J. Morrison Dept. Store 
Indianhead, Md Ely’s Dept. Store 
Jackson, Mich Glasgow's 
Jackson, Ohio Elberfeld’s Dept. Store 
Jacksonville, Tex. 3 Beall Bros. 3 
Janesville, Wis J. M. Bostwick & Sons 
Johnson City, Tenn King’s 
Kankakee, Ii] Fair Store 
Kennett, Mo Roth’s Dept. Store 
Kosciusko, Miss Leonard's 


Lafayette, La Abdalla’s 
La Follette, Tenn Boston Store 
(Geller's) and King’s Dept. Store 
La Grange, IIL A. C. Curtis Co. 
Lansford, Pa Bright Stores 
Lebanon, Ky 
King’s Dept. Store (Geller’s) 
Lehighton, Pa Bright Stores 
Lenoir, N.C Spainhour’s of Lenoir 
Lexington, Ky B. B. Smith & Co 
Liberty, N.Y Newman's 
Lima, Ohio Gregg’s 
Logan, Ohio Elberfeld’s Dept. Store 
Logan, W. Va Logan Mercantile Co 
Louisburg, N.C Fox's Dept. Store 
Ludington, Mich Callighan’s 
Macon, Ga Burden Smith Co 
Madison, Il! The Glik Co 
Malden, Mo Stovall Co 
Manchester, N.H The Lym h Co 
Manitowoc, Wis Schuette Bros 
Marianna, Ark Strasberg’s 
Marietta, Ohio —_ Elberfeld’s Dept. Store 
Massena, N.Y Levine's 
Maysville, Ky Merz Brothers 
McAlester, Okla Hunt's 
Middletown, Conn Wrubel’s 
Midland, Mich Callighan’s 
Minot, N.D Ellison's 
Moberly, Mo Patterson's 
Montgomery, Ala The Vanity 
Monticello, Ark. Van Atkins Stores 
Morehead, Ky 
Golde’s Dept Store ( Geller's 
Morg in Hill, Cc al Robe rt's Dept Store 
Morgantown, W. Va ©. 1. Morrison Co 
Mount Vernon, Ind Roth's Dept. Store 
Murfreesboro, Tenn Goldstein's 
Muskegon, Mich. Lahey Rees Co 
Muskogee, Okla Hunt's 
Natchez, Miss James J. Cole & Co 
Nevada, Mo Moore's Dept. Store 
Newark, Ohio King’s Dept. Store 
New Bedford, Mass 
Sawyer Factory Outlet 
New Britain, Conn 
Raphael's Dept. Store 
Abdalla’s 
Van Atkins Stores 
Krausmann’s 


New Iberia, La 
Newport, Ark. 
Niagara Falls, N.Y. 
Northampton, Mass. Ann August Co 
Northampton, Pa... H. A. Miller & Sons 
North Wilkesboro, N.C. 

Spainhour Sydnor 


Norwalk, Conn. Tristram & Fuller 


Ocean City, N.J. 

Howard S. Stainton Co. 

Ogdensburg, N.Y. 
Nathan Frank’s & Sons 
The Kinter Co. 
Abdalla’s 
Lance Apparel 
Alsop’s 
S. W. Anderson Co. 
Fox's Dept. Store 
Carlisle Allen Co. 
Westbrook, Palo Alto 
P. A. Bergner Co. 
Golman Stores 
Scott Livingston 
King’s Dept. Store and 
Geller’s Dept. Store 
Geo. Benkert & Co. 
Ley’s 
Van Atkins Stores 


Olean, N.Y. 
Opelousas, La. 
Oregon City, Ore. 
Oskaloosa, lowa 
Owensboro, Ky. 
Oxford, N.C. 
Painesville, Ohio 
Palo Alto, Cal. 
Peoria, Ill. 
Perryville, Mo. 
Picher, Okla. 
Pineville, Ky 


Piqua, Ohio 
Plymouth, Wis. 
Pocahontas, Ark 
Point Pleasant, W. Va. 

O. J. Morrison Stores of Pt. Pleasant 
Pomeroy, Ohio — Elberfeld’s Dept. Store 
Poplar Bluffs, Mo. Stovall Co. 
Port Angeles, Wash. Riedel’s 
Port Huron, Mich. . The Winkelman Co 
Portland, Ind. Weiler Bros 
Pottstown, Pa New York Dept: Store 
Quanah, Tex. The Leader 
Reno, Nev Gray, Reid, Wright Co 
Ripley, W. Va. O. J. Morrison & Co 
Riverhead, L.I., N.Y. Jacob Meyer 
Saginaw, Mich Winkelman’s 
Salem, Mass M. H. Baker Co 
Salisbury, N.C 

Richard Dobkin (Purcell’s) 

Sandusky, Mich 
H. J. Smith Stores and Purcell’s 
Santa Barbara, Cal. Trenwith's 
Savannah, Ga. Leopold Adler Co 
Searcy, Ark. Van Atkins Stores 
Sedalia, Mo Patterson's 
Shelby, N.C A. V. Wray & 6 Sons 
Shelton, Conn A. Kreiger 
Skowhegan, Me Stern's 
South Haven, Mich The M. Hale Co 
Spartanburg, S.C. August W. Smith Co 
Spencer, W. Va O. J. Morrison Co 
Springfield, II R. F. Herndon & Co 
Springfield, Ohio Phillips 
Stamford, Conn C. O. Miller Co 

Sterling, Ill 

The Chester Co. (P. A. Bergner Store) 
Stroudsburg, Pa A. B. Wyckoff 
Suffolk, Va United Dept. Stores 
Talihina, Okla Pollock Stores 
Terre Haute, Ind. Schultz and Co. 
Texarkana, Ark. The Criterion 
The Dalles, Ore. Lance Apparel 
Thibodaux, La. Leon Bloch’s 
Titusville, Fla. The Marshe Shop 

Tom's River, N.J 
larris Bros. Chain Stores 
lorrington, Conn W. W. Mertz 
frenton, N.J Yard's 
Trinidad, Colo. H. Moses and Son 
Tullahoma, Tenn. Goldstein's 
Tupelo, Miss. Joe F. Pryor 
Valdosta, Ga Friedlander Stores 
Vicksburg, Miss. .. Valley Dry Goods Co. 
Vineland, N.J. I. C. Schwarzman 
Waco, Tex. Goldstein Migel Co. 
Wakarusa, Ind. M. Wolfberg and Son 
Walnut Ridge, Ark. . Van Atkins Stores 
Warren, Ohio Carlisle Allen Co. 
Washington, Pa. Lewis Gessner 
Waterbury, Conn. Rose Shops 
Waterbury, Vt. Bailey's Dept. Store 
Waterville, Me. Sterns Dept. Stores 
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Sales Consultant 
Sales Training Specialist 
Sales Promotion Expert 


Would you be interested in 
adding a highly profitable and 
non-competitive line to 
present activities? 


your 


Your business, like ours, de- 
pends on bringing to your cus- 
tomers and prospects new ideas 
continuously. And ideas that 
are aimed at increased sales 
and profits receive a “both 
ears” type of hearing from 
them. 


Ours is such an idea—it is a 
Sales Development Program 
and it will help even their top 
performing salesmen to increase 
their sales potential. 


We have been in this business 
since 1919 and under a new 
selling policy, openings are 
available in many of the States 
and the fullest guidance of our 
State Managers will be given 
to those joining with us. 


This work will be found to be 
a “natural” for those who are 
experienced in the selling of 
ideas to top executives, and will 
be found to be a very lucrative 
assignment by such men. No 
investment is required, of 
course, 


We are proud of the enthusi- 
astic endorsements of so many 
prominent national organiza- 
tions that are using this project 
year after year. In fact, our 
list of clients looks like a list 
of “Who is Who” in Ameri- 
can Industry. OUR SALES 
REPRESENTATIVES ARE 
EQUIPPED WITH THIS EVI- 
DENCE AND IT IS MOST 
CONCLUSIVE. 


We shall be very glad indeed 
to give you further information 
and will ask that you, in 
writing us, give us the back- 
ground of your experience in 
this specialized field of Service 
Selling. 


Joseph Luchs and Staff 
P. O. Box 212 
Philadelphia 26, Pa. 
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IN INDUSTRY 
PROGRAMS 


a measure of 
the publication you 
need to SELL the 


PLUMBING- 
HEATING- 
COOLING 
INDUSTRY... 


What earns a business publication the 
reputation “first in its field’? What's the 
connection with your advertising? One 
answer: strong, well-directed effort in be- 
half of its industry plus outstanding 
response from your best prospects! 


One publication in this field is consistently 
first, creating industry action where most 
needed. Domestic Engineering's 40-man, 
$30,000 Bay City Survey is just one example 
of award winning DE industry programs. 
The fantastic modernization potential un- 
covered by the Survey revolutionized the 
industry's approach to profits. The “how 
to do it” follow up in DE’s National “BIG 
PUSH" Modernization Sales Contest pro- 
duced more than 20,000 examples of 
merchandising and management methods 
in elaborate contractor entries! 


Connection with your advertising? DE's 
programs seize the imaginations of your 
best customers-prospects. They pay to 
read DE, act when it's time for action! 
lf you want real, live readership of your 
ads by the contractors most likely to buy 
your products, your ads belong first in 
Domestic Engineering in the p-h-c field. 


CONSULT YOUR ADVERTISING AGENCY 


DOMESTIC 
ENGINEERING 


And the Journal of Mechanical Contracting 
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continued) 


The Globe Store 
Winkelman’s Dept. Store 
Marantz Dept. Store 


Waukegan, III 
Wausau, Wis. 
Weirton, W. Va. 
Westerley, R.1. 

McCormick's Dept 
( Asheville), N.C 

Bon Marche 
The Orchid Shop 


Store 
Westgate 


Wichita Falls, Tex 
Wilkes-Barre, Pa. 
Fowler, 
Williamsport, Pa 
Winona, Minn H 
Winston-Salem, N.C 
Spainhour’s of Winston-Salem 
Wynne, Ark Van Atkins Stores 
York, Pa P. Wiest’s and Sons 
Zanesville, Ohio Bintz Bros 


Dick & Walker 
Brozman’s 
Choate Co 


Kirby, Block & Co., Inc. 
(Foreign Dept.) 


Havana, Cuba Solis Entrialgo Y Cia 
Mayaguez, Puerto Rico 

Gonzales Padin Co 
San Juan, Puerto Rico 

Gonzales Padin Co 


Felix Lilienthal & Co., Inc. 


Albert Lea, Minn 
Skinner Chamberlain & Co 
Alexandria, La. Wellan’s 
Ambridge, Pa Davidson's Dept. Store 
Parsons Co 


Ashland, Ky Cc. H 
Athens, Ohio Altman's Town & Campus 
Proffitt’s 


Athens, Tenn 
Bakersfield, Cal. Malcolm Brock Co 
Barberton, Ohio 
Marshall Dry Goods Co 
Bay City, Mich W. R. Knepp Co 
Beacon, N.Y Schoonmaker 
Beaumont, Tex The Fair and Green's 
Bedford, Ind 
Major T. Jester of Bedford 
Beloit, Wis E. L. Chester Co 
Berwyn, Ill 
Schoen-McAllister Co 
and Troy Dept. Store 
Binghamton, N.Y 
Philadelphia Sales Co 
Horwitz Dept. Store 
Ruth Shop 
Kassis Dry Goods Co 
Leiter Bros 
Speare Bros 


Branford, Conn 
Canton, Ill 
Casper, Wyo 
Chambersburg, Pa 
Chester, Pa 
Columbus, Ind. 
Major T. 
Crowley, La. 
DeRidder, La 
Douglas, Ga. 
Dover, Del. 
Dover, N.H. 
Durham, N.C. 
El Cajon, Cal. 
Elyria, Ohio 
Evansville, Ind. 


Jester of Columbus 

Maurice Heymann 

West Bros 

Mason's 

Emanuel’s 

M. H. Lacy Co 

Baldwin's 

Dunlap’s Stockton 

C. H. Merthe Co 

De Jong’s 

Stores Without a Name 

; Baldwin's 

Fitchburg, Mass. Parke Snow 
Franklin, Ind. 

Major T. Jester of Franklin 


1960 


Fremont, Ohio 
Gardner, Mass. 
Goodnow Pearson Co. and Parke Snow 
Greenfield, Ind. 
Major T. Jester of Greenfield 
Greenfield, Mass. Goodnow Pearson Co. 
Greensburg, Ind. Minear’s 
Greenville, Tex. Perkins Bros. 
Hagerstown, Md. Leiter Bros. 
Haverhill, Mass. Parke Snow 
Hazleton, Pa. Bon Ton 
Hinsdale, Ill. Schoen Dry Goods Co 
Honesdale, Pa. Katz Brothers 
Houma, La. Leon Heymann 
Jackson, Miss The Emporium 
Jackson, Ohio Stiffler Stores 
Jackson, Tenn. 
J. L. Rosenbloom & Sons 


Joseph's Dept. Store 


Joliet, Il 

The Boston Store (M. A. Felman Co. ) 

Junction City, Kan. 
Cole Bros. Dry Goods Co 
Kalamazoo, Mich Gilmore Bros. 
Keene, N.H W. L. Goodnow 
(Goodnow, Morse, Brooks) 
Ruth Shop 
Maurice Heymann 
McAllister-Schoen Co 
The Fair 


Kewanee, Ill 
Lafayette, La 
LaGrange, Ill 
Lake Charles, La 
Laramie, Wyo Kassis Dry Goods Co 
Leaington, Ky Mitchell, Baker, Smith 
Lima, Ohio Gus Holstine Dry Goods Co 
Lockport, N.Y The Carl Co 
Longview, Tex Perkins Bros 
Louisville, Ohio Zwick's 
Lynchburg, Va. Baldwin's 
Madison, Ind. 
Major T. Jester of Madison 
Manhattan, Kan 
Cole Bros. Dry Goods Co 
Mankato, Minn. George S. Brett Co 
Maplewood, Mo. | Golde Dry Goods Co. 
Marion, Va Baldwin's 
Marysville, Cal Bradley's 
Marysville, Tenn Proffitt’s 
McKinney, Tex. 
McKinney Dry Goods Co 
Meridian, Miss. Marks Rothenberg 
Middletown, N.Y Demerest Co 
Midland, Mich W. R. Knepp Co 
Modesto, Cal. Dunlap Co. of California 
Monmouth, II! Ruth Shop 
Monroe, La Masur Bros. ( The Palace) 
Montgomery, Ala Alex Rice 
Morristown, Tenn Proffitt’s 
Muskegon Heights, Mich. 
Parsons Dept. Store 
Collins Dept. Stores 
W. R. Carithers Sons 
Neenah, Wis Jandrey Co 
Nevada, Mo. Cole Bros. Dry Goods Co. 
New. Britain, Conn. 
Davidson & Leventhal (The Fair) 
New Brunswick, N.J. Nathan's 
Newburgh, N.Y 
John Schoonmaker & Sons 
Newton Center, Mass. Parke Snow 
Newton, Mass Parke Snow 
Niagara Falls, N.Y 
Jenss Bros. (two stores) 
Bracker’s Dept. Store 
Lerner’s Dept. Stores 
Maurice Heymann 
Orange, Tex. Green's 
Owosso, Mich. Ruth Shop 
Parsons, Kan. Cole Bros. Dry Goods Co. 
Patchogue, L.L, N.Y. 
The Bee Hive of Patchogue 
Pensacola, Fla. Bon Marche 


Myrtle Beach, S.C. 
Napa, Cal. 


Nogales, Ariz 
Northampton, Pa. 
Opelousas, La 


Patient 


. t *. *,t 
s more than a virtue, ifs a 


ty in business, human relations and 


certainly in editing a business magazine. 
Without patience to see the right man, 


search for the facts, dig for the story and 
the patience to write it well, there is no 
ce done to fhe industry or business 


' . 
nen 


blication serves. 


At Bill Brothers, too, patience is more than 
a virtue—it's a publishing philosophy and 


an editorial requirement. 


BILL BROTHERS PUBLICATIONS Fast Food e Floor Covering Profits e Modern Tire Dealer @ Plastics Technology 


Premium Practice e Rubber World e Sales Management e Sales Meetings 
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PORT CLEVELAND 


“THE 


INDUSTRIAL 


GIANT" 


NOW HAS THE HIGHEST SALARIED PAYROLL IN THE NATION 


$763f" peor family 


~anenage for the nalion~- 


COLORFUL 
POSTERS 


reach this fabulous ly nich 
purchasing fPOwer...« 


(fer your 

$92. 

FOR LESS THAN 
18< 


her fheusana 


Cleveland, Cincinnati, Toledo, Elyria, Lorain, 
Fremont, Sandusky, Tiffin and Ashtabula. 


° . 
Roslindale, Mass. 


a 
rau 


A 


A novel way to keep 
telling your promotion 
story, We print your 
company name, trade- 
mark or slogan on 
quality ties. 


SPECIAL. TIES 


Launch new products 
and scales themes... 
use at conventions, 
sales meetings or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 


WRITE FOR DETAILS 


Scot lies me 


ee Diet 


Dept. 9S, 401 Fifth Ave. New York 16, N. Y. 


A FILM 

THAT BRINGS 
CREATIVE 
SELLING 


DOWN TO EARTH 


“It’s time to sell 
CREATIVELY” 


The opportunities of the '60’s are yours 
for the selling . . . to those salesmen 
who will apply the four principles of 
creative salesmanship. “IT’S TIME 
TO SELL CREATIVELY”... Dartnell’s 
new film dramatizing the creative side 
of selling will show your salesmen how 
to SELL MORE...SELL NEEDS... 
SELL UP... and SELL NOW! 

No other film defines creative sales- 
manship as clearly or goes as far to- 
ward helping salesmen put creative 
ideas to work. It can easily be fitted to 
any sales training session, sales meet- 
ing program, or convention. 


A 30-minute, 16mm. motion picture. 
Available for outright purchase or 
rental. Details on request. 


DARTNELL 


4664 RAVENSWOOD © CHICAGO 40, ILL. 
“HEADQUARTERS FOR SALES TRAINING FILMS” 
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(continued) 


Petaluma, Cal. 
Pomona, Cal. 
Port Arthur, Tex. 
Pueblo, Colo. 
Raleigh, N.C 
Rayne, La. 
Rochester, N.H. 
Rocky Mount, N.C. 
Rome, Ga, 
Esserman & Co. 


W. R. Carithers Sons 
Orange Belt Emporium 
The Fair 
Day-Jones Co. 
Boylan Pearce 
Mervine Kahn Co 
M. H. Lacy 

M. G. Baldwin Co. 


(Friedman Co.) 
Parke Snow 
Wm. G. Webber 
Cole Bros. Dry Goods Co. 
R. E. Powell Co. 
Oestreicher-W inner 
Mervyn's 


Salem, Mass. 
Salina, Kan. 
Salisbury, Md. 
Salisbury, N.C. 
San Lorenzo, Cal. 
San Pedro, Cal. 
Dunlap Co. of California 
Santa Monica, Cal. ._H. C. Henshey Co 
Santa Rosa, Cal. ..W. R. Carithers Sons 
Savannah, Ga. Daniel Hogan Co. 
Schenectady, N.Y. The Carl Co 
Scotia, N.Y. 
The Carl Co 
Shelbyville, Ind. 
Major T. Jester Dept. Store 
Somerville, Mass. Parke Snow 
Springfield, Mo. Turner Dept. Store 
Starksville, Miss W. W. Scales 
Statesboro, Ga H. Minkovitz & Sons 
Stockton, Cal. Dunlap’s Stockton 
Superior, Wis Stack & Co 
Sylvania, Ga. H. Minkovitz & Sons 
Taunton, Mass W. L. Goodnow 
(Goodnow, Morse, Brooks) 
Thibodaux, La. Heymann-Levi Co 
Thomasville, Ga. Neel Bros 
Tonawanda, N.Y. _Twin-Ton Dept. Store 
Trinidad, Colo. . Jamieson’s Dept. Store 
Tupelo, Miss. McGaughy’s 
Vallejo, Cal W. R. Carithers Sons 
Wakefield, Paines 
Waltham, 


(Mayfair Branch ) 


Mass. 
Mass 
Parke Snow 
Waynesboro, Pa. 
West Haven, Conn 
Horwitz Dept. Store 
McGaughy’'s 
Davis 
William Annat Co 


(two stores 
Leiter Bros 


West Point, Miss 
Winston-Salem, 
Wooster, Ohio 


N.C, 


Felix Lilienthal & Co., Inc 
(Foreign Dept.) 


Halifax, N.S., Canada 
Robert Simpson Co. 
Hamilton, Bermuda H. A. & E. Smith 
London, Ont., Canada 
Robert Simpson Co 
Montreal, Canada .. Robert Simpson Co. 
Regina, Canada Robert Simpson Co 
Santurce, Puerto Rico 
International Dept. 
Canada 
Robert Simpson Co. 


Stores 
Toronto, Ont., 


McGreevey, Werring & Howell Co. 
Arcadia, Cal. 
Arkansas City, Kan. 

Newman Dry Goods Co. 
Asbury Park, N.J. Tepper Bros. 


Hinshaw’s 


Beverly, Mass. 
Almy, Bigelow & Washburn 
Big Spring, Tex. Hemphill Wells Co. 
Bowling Green, Ohio 
F. W. Uhlman Associated Stores 
Bradenton, Fla. Montgomery Roberts 
Burlington, N.C. B. A. Sellars & Sons 
Cedar Rapids, lowa H. N. Craemer 
Champaign, III. 
F. K. Robeson Dept. Store 
Charleston, S.C. _.Kerrison’s Dept. Store 
Charleston, W. Va. . Coyle & Richardson 
Clarksville, Tenn. . McNeal & Edwards 
Columbia, Miss. W. E. Walker Stores 
Columbia, S.C. James L. Tapp Co. 
Conway, S.C. The Jerry Cox Co. 
Corsicana, Tex J. M. Dyer Co. 
Curwensville, Pa. Kantar’s 
Danvers, Mass 
Almy, Bigelow & Washburn 
Linn & Scruggs Co. 
Ellis Stone & Co. 
Ollswang’s Dept. Store 
Daly Bros. 
Lord's 
State Dry Goods Co. 
Kaplan's 


Decatur, Ill. 
Durham, N.C. 
Elmhurst, Il. 
Eureka, Cal 
Evanston, I!!! 
Ft. Collins, Colo 
Gouverneur, N.Y 
Greenwood, Miss. Fountain’s 
Hastings, Neb. J. M. McDonald Stores 
Huntington, W. Va 
Anderson Newcomb Co 
Iron Mountain, Mich. A. Sackim Co. 
Jackson, Miss S. P. McRae Co. 
Joplin, Mo 
Ramsay Dry Goods Co. and branches 
Lawrence, Kan Weaver's Dept. Store 
Lawrenceville, Va 
W. S. Peebles Co. and 18 branches 
Lebanon, Pa Haak Bros. 
Macon, Ga The Dannenberg Co 
Manchester, N.H. . Leavitt Stores Corp. 
Martinsville, Va Globman’s 
Napa, Cal. Albert's 
New Bedferd, Mass. C. F. Wing Co. 
Oswego, N.Y. _ Geo. H. Campbell & Co. 
Pacific Grove, Cal Holman’s 
Parkersburg, W. Va. Dils Bros. & Co 
Pine Bluff, Ark. Froug’s 
Plainfield, N.J Tepper Bros 
Plattsburg, N.Y Sharron’s 
Pocatello, Ida Fargo-Wilson Wells Co 
Port Arthur, Tex Bluestein’s 
Richmond, Ind. 
Geo. H. Knollenberg Co. 
St. Mary's, Pa. Kantar's 
Salem, Mass 
Almy, Bigelow & Washburn 
San Angelo, Tex. Hemphill Wells Co. 
San Luis Obispo, Cal. _Rileys Dept. Store 
Sarasota, Fla. Montgomery Roberts 
Schenectady, N.Y H. S. Barney 
Scottsbluff, Neb. 

L. B. Murphy Co. and 7 branches 
Shreveport, La. | Hearne Dry Goods Co. 
Spartanburg, S.C. 

John Graham Stores and branches 
Tallahassee, Fla Mendelson’s 
Waco, Tex. R. E. Cox Dry Goods Co. 
Wheeling, W. Va L. S. Good & Co. 
Whittier, Cal Hinshaw’s 
Willimantic, Conn H. C. Murray Co. 


McGreevey, Werring & Howell Co. 
(Foreign Dept.) 


Brisbane, Australia T. C. Beirne, Ltd. 
Caracas, Venezuela C. A. Vam 
Colombia, South America 

Almacenes Ley, Ltd. 


Copenhagen, Denmark Illum 


Goteborg, Sweden Axel Gillbladt 
Hamilton, Bermuda Masters, Ltd. 
Hong Kong, China . Lane Crawford, Ltd. 
Mexico City, Mexico 

El Palacio de Hierro S. A. 
Oslo, Norway Brodrene Doblong A. S. 

Mercantile Stores Co., Inc. 

Aiken, S.C. . J. B. White 
Augusta, Ga. J. B. White 
Aurora, Colo. Joslin’s 
Bellingham, Wash. MacDougall’s 
Boulder, Colo. Joslin’s 
Bowling Green, Ohio Lion 
Butte, Mont. Hennessy’s 
Cherry Grove, Ohio McAlpin’s 
Columbia, S.C. J. B. White 
Duluth, Minn. Glass Block 
Eastbrook, Ala. Montgomery Fair 
Elizabethtown, Ky. Bacon's 
Englewood, Colo. Joslin’s 
Fargo, N.D. O. J. DeLendrecies 
Fremont, Ohio Lion 
Greeley, Colo. Joslin’s 
Greenhills, Tenn. Castner-Knott 
Independence, Mo. Jones 
Jeffersonville, Ind. Bacon’s 
Kenwood, Ohio McAlpin’s 
Kirkland, Wash. MacDougall’s 
Lake City, Wash. MacDougall’s 
Lakewood, Colo. Joslin’s 
Lakewood, Wash. People’s 
Livingston, Mont. Hennessy’s 
Merchants Park, Colo. Joslin’s 
Middletown, Ohio McAlpin’s 
Montgomery, Ala. Montgomery Fair 
Muskogee, Okla. Jones 
Opelika, Ala. Montgomery Fair 
Paris, Ill. Root’s 
Pensacola, Fla. Gayfer’s 
Pittsburg, Kan. Jones 
Port Angeles, Wash. Peoples 
Prairie Village, Mo. Jones 
Pueblo, Colo. Crews-Beggs 
Robinson, Il. Root’s 
St. Matthews, Ky. Bacon’s 
Shelbyville, Tenn Castner-Knott 
Shively, Ky Bacon’s 
South Seattle, Wash. MacDougall’s 
South Tacoma, Wash. Root’s 
Sullivan, Ind. Root’s 
Terre Haute, Ind. Root’s 
Wenatchee, Wash. MacDougall’s 
Western Hills, Ohio McAlpin’s 
Westgate, Ohio Lion 
West Seattle, Wash. MacDougall’s 
Wilkes-Barre, Pa. Lazarus 
Yakima, Wash. People’s 


Mercantile Stores Co., Inc. 
(Foreign Dept.) 


Brantford, Ont., Canada . The Right Store 
Galt, Ont., Canada The Right Store 
Hamilton, Ont., Canada . The Right Store 


Mutual Buying Syndicate, Inc. 
Allentown, Pa. H. Leh & Co. 
Binghamton, N.Y. 
Fowler, Dick & Walker 

Davenport, Iowa 
Petersen-Harned-von Maur 
Dubuque, Iowa Roshek Bros. 
Erie, Pa. Erie Dry Goods Co. 
Greenville, S.C. Meyers-Arnold Co. 
Hagerstown, Md. Eyerly’s 
Harrisburg, Pa. ..Bowman’s Dept. Store 
Hutchinson, Kan. ...... Wiley’s 
Lancaster, Pa. ....Watt & Shand 
Lawrence, Mass. ..A. B. Sutherland Co. 
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LOOKING 
FOR 
SALES 
MANAGERIAL 
TALENT ? 


lf you have a top-drawer 
sales executive job to offer, 
and wish to concentrate on 
top-drawer prospects, 

use display space in 
Sales Management 


magazine. 


Space this size would 
cost $304. 


SOF FS FEF FFT FE ee ee Tee ee ee 


For rates on space in 
other units, write: 


Randy Brown, 


ta ream en Reha ee ee Ae he hn Ae Ae. 
Ae bn hin hin hn An A A AeA A A, Ml Al A l,l li ln All ll. l,i il l,l, i, n,n ee ee ee ee Ae nh Mr. 


Vice-President, Sales 
Sales Management 
630 Third Ave., 
New York 17, N.Y. 
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ACB GIVES YOU THE 


“orassroot’ information 
YOU NEED FOR BETTER 
SALES AND ADVERTISING RESULTS 


ACB Reports give facts on which 
decisions can be safely made 


Into ACB’s receiving rooms each day comes 
the nation’s daily newspapers — their col- 
umns laden with 1) billion dollars yearly 
of retailer advertising plus }4 billion dollars 
of national advertising. 


The advertising columns are read and 
checked and processed into ACB Reports— 
each Report made strictly according to the 
user's own specifications! More than 1,100 
progressive concerns use ACB Reports to 
alter or confirm their sales set-ups and ad- 
vertising strategies. 


As you study an ACB Report, clear- 
focus —— of situations like these are 
framed in your mind. 


. What's gone wrong with retailer sup- 
port in Jensen's territory ... Competico is 
really advertising in the Atlantic States... 
the price spread in Dallas seems wide... 
why are we getting "“*skunked™ in Tacoma eee 
The Emporium in Macon is doing a standout 
job with our mats... our new man isn’t bad 
according to this Report ade 


Wherever a product is sold through re- 
tail stores, there is a need for ACB Research 
Reports. Kroehler Co., world’s largest maker 
of furniture, a user of ACB Reports for more 
than 15 years, says: 
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“ACB service has been extremely valuable 
to us as a means for increasing the amount of 
daily newspaper advertising run by our dealers 
mentioning our brand name.” 


Send for Big Free Catalog 


ACB will mail you its big catalog describ- 
ing its 14 different services and cost of same. 
It’s a 48-page book that should be in every 
sales and advertising department. In addi- 
tion it contains a directory of all daily news- 
papers plus the U. S. Trade Census 
loadin of 1,769,540 retail establish- 
ments! Send for it—it's free! 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


353 Park Ave. South +» New York 10 
18 S. Michigan Ave. ¢ Chicago 3 
20 South Third St. + Colurnbus 15 
161 Jefferson Ave. « Memphis 3 


51 First St. * San Francisco 5 
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Lexington, Ky 
McKeesport, Pa 
Portland, Me. 


The Purcell Co. 
Cox's 


Porteous Mitchell & Braun Co 


Roanoke, Va. 
Scranton, Pa. 
Sheboygan, Wis 
Topeka, Kan. 
Trenton, N.J. 
Wheeling, W. Va 
Williamsport, Va 
York, Pa. 


The 


Heironimus of Roanoke 
Cleland Simpson Co 


H. C. Prange Co. 
Crosby Bros 

S. P. Dunham Co. 
Stone & Thomas 

L.. L. Stearns & Sons 
Bon-Ton Dept. Store 


O'Shaughnessy, Dewes & Klein 


Adel, Ga. 

Aiken, S.C 

Albion, N.Y 

Alice, Tex. 
Amarillo, Tex 
Andalusia, Ala 
Asheboro, N.C 
Ashland, Ky 
Athens, Tenn 
Atmore, Ala 
Austin, Minn 
Bainbridge, Ga 
Bamberg, S.C 
Barboursville, Va 
Barnwell, S.C 
Batesburg, S.C 
Bedford, Va 
Bellingham, Wash. 
Bennettsville, S.C. 
Billings, Mont 
Bishopville, S.C 
Bloomington, Ind 
Bluefield, W. Va 
Boise, Ida 
Brownfield, Tex 
Brownsville, Tex 
Burley, Ida. 
Burlington, N.C 
Caldwell, Ida. 
Camilla, Ga. 
Campbellsville, Ky 


B. C. Moore & Sons 
B. C. Moore & Sons 
Landauer’s 

Terry Farris Stores 
Jay Davis 

Ira A. Watson Co 
B. C. Moore & Sons 
Paul's Style Shop 
Athens Dept. Store 
B. C. Moore & Sons 
Fantle's 

Polly's 

B. C. Moore & Sons 
Williams & Co 

B. C. Moore & Sons 
B. C. Moore & Sons 
Piedmont Stores 
Horn’s 

B. C. Moore & Sons 
Coles Dept. Store 
B. C. Moore & Sons 
Schmalz Dept. Store 
Ira A. Watson Co 
Falk's I. D. Store 
Cobb's Dept. Stores 
Terry Farris Stores 


Idaho Dept. Stores Co 
Hobby’s Fashion Shop 
Idaho Dept. Stores Co 


B. C. Moore & Sons 


Campbelisville Dept. Store 


Cartersville, Ga 
Carthage, Mo 
Carthage, Tex 
Catskill, N.Y 
Central City, Ky 


Chas 


Charlottesville, Va 
Cheraw, S.C. 
Chesterfield, $.C 
Chillicothe, Ohio 
Clanton, Ala 
Clayton, Ga 
Cleveland, Miss. 
Cochran, Ga 
Columbia, Mo. 


Saul’s Dept. Store 
Killingsworth’s 
Terry Farris Stores 


Lerner’s New Dept Store 


Rubenstein & Son 

C. H. Williams 
B. C. Moore & Sons 
B. C. Moore & Sons 
M. Schachne & Sons 
Ira A. Watson Co. 


H. E. Cannon Dept Store 


Dattel’s Dept. Store 
B. C. Moore & Sons 
New York Store 


(Mattingly Bros. Stores Co.) 


‘columbia, Tenn. 


Anderson Bros. & Foster 


‘olville, Wash. 
ommerce, Ga 
‘ordele, Ga. 
‘ornelia, Ga 
Council, Ida. 
Cullman, Ala. 
Danbury, Conn. 


Barman’s Dept. Store 


Jay's Dept. Store 
B. C. Moore & Sons 
Gold's 


Idaho Dept. Stores Co. 


Ira A. Watson Co 
John McLean 


Come clean, Uncle Schuyler, isn’t What? You mean men who spec- 
that just a slick sales approach ? ify industrial products really 
need more good information 
about products offered for sale? 


Don't tell me you know how to Now let me see if I've got this ...then you use advertising to 
turn the buyer's problem into a straight. First you send your give your potential customers the 
sales advantage for your clients “Ditch Diggers” into the field to information they need; thou- 
All right, let’s have it find out who has to be sold and sands of them; fast and often. 
what they need to know about 
a product... 


1 get it! Soon, most of your clients’ 
prospects are better informed. This helps 
them make sounder buying decisions, 
and it sure sets them up properly 

for your clients’ salesmen, Why, that’s 
as easy as taking candy from a baby! 


NOTE: The model is the No. 2 child of Bill Brown, 
Production Manager, The Schuyler Hopper Co. 


Tne Schuyler Hopper Company 
12 East 41st Street, New York 17, New York + LExington 2-3135 
“Ditch-Digging Advertising’ that Sells by Helping People Buy 


nee. 6. rat ore 
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B. C. Moore & Sons 
Fantle’s 

The Smart Shop 
Terry Farris Stores 
Looney Mercantile 
B. C. Moore & Sons 
Cobb’s Dept. Stores 
Eckles Dept. Store 
B. C. Moore & Sons 
B. C. Moore & Sons 


Darlington, S.C. 
Davenport, Iowa 
Daytona Beach, Fla. 
Del Rio, Tex. 
Dickinson, N.D 
Dillon, S.C. 
Dimmitt, Tex. 
Dodge City, Kan. 
Dothan, Ala. 
Douglas, Ga. 
Dover-Foxcraft, Me. 
Xoritsky Dept. Store 
Dantes Stores 
Terry Farris Stores 
B. C. Moore & Sons 


Dumas, Ark. 
Eagle Pass, Tex. 
Eastman, Ga. 
Eau Claire, Wis 
Wm. Samuelson Dry Goods Co. 
Edinburg, Tex. Terry Farris Stores 
Elizabethton, Tenn Ira A. Watson Co. 
Emmett, Ida. Idaho Dept. Stores Co 
Emporia, Va. R. E. Callahan 
Endicott, N.Y. Burt Co. 
Enterprise, Ala. B. C. Moore & Sons 
Eugene, Ore. The I. D. of Eugene 
Evergreen, Ala. B. C. Moore & Sons 
Fairborn, Ohio Fairborn Dept. Store 
Fairfield, Ala. Routman’s 
Falfurrias, Tex. Terry Farris Stores 
Fallston, N.C. The Stamey Co. 
Family Park (Lubbock), Tex. 
Cobb’s Dept. Stores 
Fayetteville, Tenn. Ira A. Watson Co. 
Findlay, Ohio Simons 
Florence, Ore. Alexander's Dept. Store 
Fond du Lac, Wis. 
O'Brien Dry Goods Co. 
Fort Dodge, Iowa Fantle’s 
Fort Mill, S.C. Economy Store and 
B. C. Moore & Sons 
Casual Colony 
The Ahlenius Co. 
Millner’s and The Fair 
B. C. Moore & Sons 
Idaho Dept. Stores Co. 
Rupert's Dept. Store 


Fort Myers, Fla. 
Fostoria, Ohio 
Gainesville, Ga. 
Geneva, Ala. 
Gooding, Ida. 
Grayson, Ky. 
Great Bend, Kan. 
Lischesky Dry Goods Co. 
Green Acres ( Lubbock), Tex. 
Cobb’s Dept. Store 
Cohen's Dept. Store 
Sam Stein Co. 
B. C. Moore & Sons 
Ira A. Watson Co. 
Terry Farris Stores 
B. C. Moore & Sons 
B. C. Moore & Sons 
Ira A. Watson Co. 
B. C. Moore & Sons 
E. G. Davis & Sons 
Gair’s 


Green Bay, Wis. 
Greenville, Miss. 
Hampton, S.C. 
Harlan, Ky. 
Harlingen, Tex. 
Hartsville, S.C. 
Hawkinsville, Ga 
Hazard, Ky. 
Hazlehurst, Ga. 
Henderson, N.C. 
Hollywood, Fla. 
Homedale, Ida. . Idaho Dept. Stores Co. 
Idaho Falls, Ida. .Idaho Dept. Stores Co. 
Indiana Gardens ( Lubbock), Tex. 
Cobb’s Dept. Stores 
Gabler’s 
Newmark’s 
Idaho Dept. Stores Co. 
Gould's Dept. Store 
D. G. Calhoun 
B. C. Moore & Sons 
B. C. Moore & Sons 


Ironton, Ohio 
Jasper, Ala. 
Jerome, Ida. 
Johnstown, N.Y. 
Junction City, Kan. 
Kershaw, S.C. 
Kingstree, S.C. 
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Kingsville, Tex. ....Terry Farris Stores 
Laconia, N.H. ....Oscar A. Lougee Co. 
La Crosse, Wis. ‘ Fantle’s 
LaFollette, Tenn. .... Ira A. Watson Co. 
La Grande, Ore. Falk’s I. D. Store 
Lake City, S.C. B. C. Moore & Sons 
Lakewood (Denver), Colo. Howell's 
Lancaster, S.C. B. C. Moore & Sons 
Larned, Kan. .. Lischesky Dry Goods Co. 
Lavonia, Ga. The Fair 
Lebanon, Ore. Britton’s Dept. Store 
Levelland, Tex. Cobb’s Dept. Stores 
Lewiston, Ida. . Idaho Dept. Stores Co. 
Lexington, Mo. 

Mattingly Bros. Stores Co. 
Lincolnton, N.C. B. C. Moore & Sons 
Lindsay, Okla. Lindsay-Cruse Co. 
Lockport, N.Y. ..Williams Brothers Co. 
Logan, Utah The I. D. of Logan 
Logan, W. Va. Ira A. Watson Co. 
Madison, Wis. Clark's (Men's Store) 
Magnolia, Ark. Dillard's 
Manning, S.C. B. C. Moore & Sons 
Marietta, Ga. Saul’s Dept. Store 
Marion, S.C. B. C. Moore & Sons 
Marshalltown, Iowa Fantle’s 
Marshville, N.C. B. C. Moore & Sons 
Mason City, Iowa Damon's 
McAllen, Tex. 

Terry Farris Stores and Bargain World 
McColl, S.C. B. C. Moore & Sons 
McMinnville, Tenn. Lannom's 
Miami, Okla. Millner-Berkey 
Middletown, N.Y 

L.vyd’s Shopping Centers 
Mocksville, N.C B. C. Moore & Sons 
Montpelier, Ida. Allinger Co. 
Morton, Tex. Cobb’s Dept. Stores 
Muleshoe, Tex. Cobb’s Dept. Stores 
Mullins, S.C. B. C. Moore & Sons 
Muncy, Pa. Muncy Dry Goods Co. 
Muscatine, Iowa The Batterson Store 
Nampa, Ida. Idaho Dept. Stores Co. 
Newberry, S.C. B. C. Moore & Sons 
Newburyport, Mass. H. W. Pray Co. 
Newport, Ore. . Alexander's Dept. Store 
Niagara Falls, N.Y. 
Griebner & Sons Dept. Store 
Nogales, Ariz. Hilliard M. Cafain 
Norman, Okla. Arwood Dept. Store 
Norwich, N.Y. Chapman & Turner 
Odessa, Tex. Cobb’s Dept. Store 
Old Hickory, Tenn. 
Sullivan’s Dept. Store 


Want Reprints? 


Reprints of this study of “New 
York Suying Offices” will be 
available shortly. Price: $1.00 
per copy. 


Write to Readers’ Service Bu- 
reau, Sales Management, 630 
Third Avenue, New York 17, 
N. Y. To assure prompt han- 
dling, please enclose remit- 
tance with your order. 
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Oneonta, Ala. ... Ira A. Watson Co. 
Ontario, Ore. .. .Idaho Dept. Stores Co. 
Opp, Ala. ; B. C. Moore & Sons 
Oregon City, Ore. ... .J. C. Cochran Co. 
Pageland, S.C. B. C. Moore & Sons 
Panama City, Fla. Schneider's 
Pikeville, Ky. Ira A. Watson Co. 
Pocatello, Ida. 

Idaho Dept. Stores Co. (2 stores) 
Pomona, Cal. Hiatt’s 
Portsmouth, Ohio 

Bragdon Iry Goods Co. 

Lowis & Co. 

Elvins Co. 
B. C. Moore & Sons 
Terry Farris Stores 


Potsdam, N.Y. 
Puyallup, Wash. 
Quitman, Ga. 
Raymondville, Tex. 
Red Springs, N.C. 
Richton, Miss. 
Riverside, Cal. 
Rock Island, Ill. 
Royston, Ga. 
Ruleville, Miss. 
Rupert, Ida. 
Russellville, Ala. 
Rutherfordton, N.C. 
Saint George, S.C. 
Saint Joseph, Mo. 
United Dept. Stores Co. 
Saint Pauls, N.C. __B. C. Moore & Sons 
Salem, Va. Piedmont Stores 
Salina, Kan. Salina Mercantile Co. 
Saluda, S.C. B. C. Moore & Sons 
San Benito, Tex. Terry Farris Stores 
Santa Fe, N.M. Bell's Store 
Santa Monica, Cal. Sol's Yardage 
Sarasota, Fla. Casual Colony 
Savannah, Ga. Lady Jane Shop 
Selma, Ala. Levy's 
Seneca, S.C. ; 
Silver City, N.C. . 
Sinton, Tex. 
Sioux City, lowa 
Sioux Falls, S.D. 
Somerset, Ky. 
Sparta, Wis. 


Dattel’s Dept. Store 
Idaho Dept. Stores Co. 
Ira A. Watson Co. 

Stamey’s 
B. C. Moore & Sons 


Ira A. Watson Co. 
Dodge & Davis 
Springfield, Mo. Killingsworth’s and 
Plimmer Dry Goods Co. 
Springfield, N.Y. ..M & M Dept. Stores 
Springfield, Ore. Alexander's Dept. Store 
Springfield, Tenn. 
Randolph House & Co, 
Furman Dept. Store 
Campbell Co. 
Ballard & Smith 
Ira A. Watson Co. 
Tarboro, N.C. W. S. Clark & Sons 
Temple, Tex. Terry Farris Stores 
Texarkana, Tex. Dillard's 
The Dallas, Ore. 

Williams I. D. of The Dallas 
Thomaston, Ga. Ira A. Watson Co. 
Timmonsville, S.C. . B. C. Moore & Sons 
Town & Country (Lubbock), Tex. 

Cobb’s Dept. Store 
Ira A. Watson Co. 

B. C. Moore & Sons 
Idaho Dept. Stores Co. 
J-Gee Dept. Store 
Brown's Dept. Store 
Mayer & Schmidt 

C. C. Co. 

B. C. Moore & Sons 
The Fair (Jake Burgen ) 
Terry Farris Stores 
New York Fashion 


Springfield, Vt. 
Stevens Point, Wis. 
Suffolk, Va. 
Sylacauga, Ala. 


Troy, Ala 
Troy, N.C. 
Twin Falls, Ida. 
Tulia, Tex. 
Tuscaloosa, Ala. 
Tyler, Tex. 
Vancouver, Wash. 
Wadesboro, N.C. 
Walhalla, S.C. 
Weslaco, Tex. 
Waterloo, Iowa 
Waukesha, Wis. 
Stern’s and Stern’s for Men 


Weiser, Ida. 
Welch, W. V 


Idaho Dept. Stores Co. 

Ira A. Watson Co. 
Wharton, Tex. Joe Schwartz 
Williamston, S.C. . .B. C. Moore & Sons 
Winston-Salem, N.C. Sams Co. 
Woodstock, Va. ..Wender’s Dept. Store 
Yankton, S.D. Fantle’s 
Yelm, Wash. Wolf's Dept. Store 


Specialty Stores Association 
Canton, Ohio Stern & Mann 
Lincoln, Neb. Hovland-Swanson 


William M. Van Buren 
Albany, Ga. 
Alexandria, La. 
Amarillo, Tex. 
Ardmore, Okla. 
Asheville, N.C 
Augusta, Ga 
Boise, Ida. 
Burlington, Iowa 
Cedar Rapids, lowa 
Charlottesville, Va. 
Columbia, S.C. 
Columbus, Ga. 
Coral Gables, Fla 
Duluth, Minn. 
Evanston, Il. 
Galveston, Tex. 
Greenville, Miss. 
Harrisburg, Pa. 
Hutchinson, Kan 
Jackson, Mich 
Lawton, Okla. 
Lexington, Ky 
Macon, Ga. 
Madison, Wis 
Montgomery, Ala. Al Levy's 
Oak Park, Ill Wm. Y. Gilmore & Sons 
Portland, Me J. E. Palmer Co. 
Rochester, Minn. C, F. Massey Co. 
Rocky Mount, N.C. Rosenbloom-Levy 
Santa Cruz, Cal Samuel Leask & Sons 
Savannah, Ga Fine’s 
Troy, Ala Rosenberg Bros. 
Tyler, Tex Mayer & Schmidt 
Waco, Tex Bauer-McCann 
West Palm Beach, Fla Anthony's 
Wichita Falls, Tex 

Perkins Timerlake Co 


Rosenberg Bros 
Weiss & Goldring 
White & Kirk 
Daube Co. 
Carroll & Co. 
Cullum’s 

The Mode 

J. S. Schramm 
Armstrong's 

J. D. & J. S. Tilman 
Haltiwanger’s 
Kiralfy’'s 

Daniels 

Ed F. Wahl Co. 
Edgar A. Stevens 
Nathan's 

Nelms & Blum 
Wm. B. Schleisner Store 
Pegues 

Jacobson Stores 

Dixie Store 

Wolf Wile Co. 
Goldmans 

Simpson's 


Charles Weill, inc. 
Alexandria, Minn 
Alton, Ill 
Amsterdam, N.Y. 
Aniston, Ala. 
Antigo, Wis 
Arlington, Va. 
Beaumont, Tex. 

The White House Dry Goods Co. 
Bedford, Ind. Alden’s Bedford 
Berkeley, Cal. J. F. Hink & Son 
Berwick, Pa. Racusin’s 
Biddeford, Me. Butler's Dept. Store 
Billings, Mont. Hart-Albin Co. 
Biloxi, Miss. Austin’s 
Bloomington, Ind. .. Alden’s Bloomington 
Bloomsburg, Pa. Racusin’s 
Bogalusa, La. . Rosenblum’s Dept. Store 
Bowling Green, Ohio Kessel’s 
Bradford, Pa. A. J. Olsen Co. 
Bristol, Va. Nettie Lee Shops and 

Nettie Lee Children’s Shop 
Brockton, Mass. Fraser's 
Brownsville, Tenn. 


Felsenthal’s Dept. Store 


The Herberger Co. 
Young Dry Goods Co. 
Mohawk Store 
Wakefield's 

Glowen’s 

S. Kann & Sons Co. 


Burlington, Vt. 
Cheyenne, Wyo. ‘i 
Council Bluffs, Iowa John Beno 
Duluth, Minn. Minnesota Dept. Store 
East Liverpool, Ohio ....A. J. Olsen Co. 
Elmwood Park, Ill. 
Alden’s Elmwood Park 
Walton Dept. Store 


Peggy Ryan 
Fowler’s 


Fairbury, Ill. 
Fayetteville, Ark. 
Boston Store Dry Goods Co. 
Findlay, Ohio Kessel’s 
Fitzgerald, Ga. ... Friedlander’s 
Fort Smith, Ark. 
Boston Store Dry Goods Co. 


Kessel’s 
Alden’s Frankfort 
Myer Racusin 


Fostoria, Ohio 
Frankfort, Ind. . 
Freeland, Pa. 
Galesburg, Ill. 
O. T. Johnson Dry Goods Co. 
Gateway, Ore. Gay’s Casuals 
Grand Forks, N.D. Herberger’s 
Hammond, La. . Rosenblum’s Dept Store 
Hibbing, Minn. G. R. Herberger 
Hingham, Mass. Jayne’s 
lowa City, Iowa 
Alden’s Iowa City Branch 
Johnson City, Tenn. .. Nettie Lee Shops 
and Nettie Lee’s Boys and Girls Shop 


FIRST 


in Cleveland in 
New Automobile 


ADVERTISING* 


TH in America in 


TOTAL Advertising 
Cleveland PLAIN DEALER 


Represented by Creemer Woodward, 
San Francisco and Lo geles. Member 


* Source; Media Records 
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Kankakee, IIL. Alden’s Kankakee Store 
Kingsport, Tenn Nettie Lee Shops 
and Nettie Lee’s Boys and Girls Shop 
Kingston, Pa Bergman's 
La Crosse, Wis Wm. Doerflinger Co 
Lincoln, Neb Gold & Co. 
Logansport, Ind A. J. Olsen Co. 
Long Branch, N.] Vogel's 
Lynn, Mass Burrows & Sanborn 
Madison, Wis Emporium Co 
Marcus Hook, Pa Marks Dept. Store 
Marshfield, Wis McCain Johnson Co 
Melbourne, Fla. Coleman’s Dept. Store 
Merrill, Wis Livingston’s Dept. Store 

Michigan City, Ind 
Carstens Bros. and Carstens-Mayfair 
Middleboro, Mass. James McNeil Co 
Middletown, N.Y Carson & Towner 
Monroe, La The Fashion 
Morristown, Tenn Nettie Lee Shops 
Moultrie, Ga. The Friedlander Corp 
and The Fair Store 

Musxogee, Okla. 

Calhoun’s Dry Goods Co 


New Albany, Ind. 
New Milford, Conn. 
Joseph Golden & Sons 
Boston Store 
G. R. Herberger 
The Fashion Shop 
Nettie Lee Shops 
Herberger-Cruse 


The Fair Store 


Newport, R.I. 
New Ulm, Minn. 
Norwalk, Ohio 
Oak Ridge, Tenn. 
Osakis, Minn. 
Owensboro, Ky. 
McAtee, Lyddane & Ray 
The David Harley Co. 
Jos. Szold & Sons 
Pittston, Pa. Waldman’s 
Portland, Me. Rines Bros. Co 
Portsmouth, N.H G. H. Kimball 
Red Bank, N.J Vogel's 
Rice Lake, Wis G. R. Herberger 
Saginaw, Mich. Seitner Bros. 
St. Cloud, Minn. Herberger-Hart Co 
St. Joseph, Mo. 
Hirsch Bros. Dry Goods Co 
St. Matthews, Ky Levy Bros 
Saratoga Springs, N.Y. 
E. D. Starbuck & Co 
Chaimson’s 


Pawtucket, R.I. 
Peoria, Ill. 


Shawano, Wis 
Sioux City, lowa 
Younker-Davidson and T. S. Martin Co 
Somerville, N.J Vogel's 
South Hadley, Mass McAuslan’s 
Springfield, Ill. Myers Bros 
Springfield, Mo Levy Wolf 
Terre Haute, Ind Alden’s Terre Haute 
Topeka, Kan. Pelletier Stores Co. 


“If you're selling he’s out — if you’re buying he'll see you.” 
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The Famous Store 
Gimbel Bond 
Alvin's 

G. R. Herberger 
G. R. Herberger 
Butler's Dept. Store 
Jayne's 


Valdosta, Ga. 
Vincennes, Ind. 
Vineland, N.J. 
Virginia, Minn. 
Watertown, S.D. 
Waterville, Me. 
Weymouth, Mass. 
Woonsocket, R.1. 
McCarthy Dry Goods Co. 


Privately Owned Offices and Stores 
That Buy Direct 


Following are the stores of the pri- 
vately owned buying offices and stores 
that buy directly from manufacturers: 


Arnold Constable, Fifth Ave. at 40th 
St., New York, N.Y., with branch stores 
in these first 100 cities: New York, N.Y.; 
Trenton, N.J., and in these smaller cities 
Hackensack, N.J.; Hempstead, L.1., N.Y.; 
Manhasset, L.I., N.Y.; New Brunswick, 
N.J.; New Rochelle, N.Y.; South Orange, 
NJ. 

B. Altman & Co., Fifth Ave. at 34th 
St.. New York, N.Y., with branch stores 
in Manhasset, L.I., N.Y., Short Hills, 
N.J.; White Plains, N.Y. 


Best & Co., Fifth Ave. at 51st St., New 
York, N.Y., with these stores in the first 
100 cities: Boston, Mass.; New York, 
N.Y.; Washington, D.C., and these stores 
in smaller cities: Abington, Pa.; Arling- 
ton, Va.; Brookline, Mass.; Cleveland 
Heights, Ohio; Eastchester, N.Y.; East 
Orange, N.J.; Garden City, L.L, N.Y.; 
Grosse Point, Mich.; Manhasset, LL, 
N.Y.; Paramus, N.J.; Skoki, Ill; Stam- 
ford, Conn.; White Plains, N.Y.; Win- 
netka, Ill. 

Bonwit Teller, 721 Fifth Ave, New 
York, N.Y., with these stores in the first 
100 cities: Boston, Mass.; Chicago, Ill; 
Cleveland, Ohio; New York, N.Y., and 
these stores in smaller cities: Manhasset, 
L.L, N.Y. Palm Beach, Fla.; White 
Plains, N.Y. 

Federated Department Stores, Inc 
(The), 1440 Broadway, New York, N.Y., 
with these stores in the first 100 cities: 
Boston, Mass Filene’s 
Cincinnati, Ohio John Shillito Co 
Columbus, Ohio F. & R. Lazarus Co 
Dallas, Tex. Sanger's 
Dayton, Ohio Rike-Kumler 
Houston, Tex. Foley's 
Memphis, Tenn Goldsmith's 
Miami, Fla Burdine’s 
Milwaukee, Wis Boston Store 
New York, N.Y Bloomingdale's 

And Abraham & Straus in Brooklyn, N.Y 


Fedway Stores, a division of Federated 
Department Stores, Inc., 1680 Broadway, 
New York 19, N.Y., with these stores in 
the first 100 cities: Albuquerque, N.M.; 
Corpus Christi, Tex.; Los Angeles, Cal.; 
Oklahoma City, Okla., and in these 
smaller cities: Amarillo, Tex.; Bakersfield, 
Cal.; Longview, Tex.; Pomona, Cal.; 
Westwood, Cal.; Wichita Falls, Tex. 


Gimbels Corporate Buying Office, 116 
W. 32nd St., New York, N.Y., with these 
stores in the first 100 cities: 

Milwaukee, Wis. 
New York, N.Y. 
Philadelphia, Pa. 
Pittsburgh, Pa. 


Gimbels 
Gimbels and Saks 34th 
Gimbels 
Gimbels 


h * and those on your management team are successful or not, depending on the way you 
handle people, planning, problems, work, authority. It is in these areas that the most costly 
managerial mistakes are made. . . often quietly, unwittingly . .. in practically every 
organization. 


What are the symptoms of internal malignancy? Corrections? 


This booklet, “The 10 Biggest Mistakes Executives Make,” may be unsettling to you (and 
your associates) if you are blissfully unaware of today’s subtle measures of executive 
performance. 


“The 10 Biggest Mistakes” appeared earlier this year as a series of articles [in Sales Man- 
agement magazine. So unprecedented was the write-in avalanche for extra copies that Sales 
Management has packaged the series between two covers. Many executives who read the 
original installments have ordered multiple copies for distribution to branch and division 
managers. Examples: New York Air Brake, 10; Paper Mate, 12; The Flintkote Co., 12; 
Maxwell House, 50—etce. 


Original articles authored by Management Critic Don Scott, of Scott Associates, whose 
organization has trained management executives in over 300 companies in 90 industries. 
“The 10 Biggest Mistakes” may not always help you reach the perfect solution. But odds 
on your being right will be dramatically improved. 


Price: 
$2.00 per copy 
Enclose check for 


Th 1 0 he bi | prompt delivery. 


. a Address: | 
Biggest essere 
MiStaKeS ewe’ 
Executives — 

Make 
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And these stores in smaller cities: 

Bay Shore, N.Y. Gimbels 
Cheltenham, Pa. Gimbels 
Massapequa Park, N.Y. Saks 34th 
Mayfair, Wis. Gimbels 
Paramus, N.]. 

Gimbels (opening this year) 
Roosevelt Field, N.Y. 

Gimbels (opening in 1961) 
Southgate, Wis Gimbels 
Stamford, Conn Saks 34th 
Valley Stream, N.Y. Gimbels 
Yonkers, N.Y. Gimbels 


Lane Bryant, Inc., 465 Fifth Ave., New 
York, N.Y., with these stores in the first 
100 cities: 

Atlanta, Ga. Lane Bryant 
Baltimore, Md Lane Bryant 
Birmingham, Ala. Over Five-Seven Shops 
Boston, Mass. .. The Coward Shoe Stores 

and Lane Bryant 


MeL AAILLAR 


it’s a “so sorry” card from your sales force . . 
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Buffalo, N.Y. 
Chicago, Ill. 
Cleveland, Ohio 
Dallas, Tex. 


Over Five-Seven Shops 
..Lane Bryant 

Lane Bryant 

Over Five-Seven Shops 
Denver, Colo. Over Five-Seven Shops 
Des Moines, lowa Newman-Benton 
Detroit, Mich. Lane Bryant (two stores ) 
Houston, Tex. Lane Bryant 
Indianapolis, Ind. Over Five-Seven Shops 
and the Mail Order Division 

Kansas City, Mo. Over Five-Seven Shops 
Los Angeles, Cal. Lane Bryant 
Louisville, Ky. Lane Bryant 
Memphis, Tenn. Over Five-Seven Shops 
Miami, Fla. Lane Bryant 
Milwaukee, Wis. Lane Bryant 
Minneapolis, Minn. Lane Bryant 
Newark, N.J. Over Five-Seven Shops 
New Orleans, La. Over Five-Seven Shops 
New York, N.Y. The Coward Shoe Stores 
and Lane Bryant 
Over Five-Seven Shops 
Lane Bryant 

Lane Bryant 


Oakland, Cal. 

Pasadena, Cal. 

Philadelphia, Pa. 
Pittsburgh, Pa. Lane Bryant 
Portland, Ore. Over Five-Seven Shops 
Providence, R.I. Over Five-Seven Shops 
Richmond, Va. . Over Five-Seven Shops 
Rochester, N.Y. _ Over Five-Seven Shops 
St. Louis, Mo, Lane Bryant 
St. Paul, Minn. Bentons 


. for me! 


St. Petersburg, Fla. Lane Bryant 
San Antonio, Tex. Over Five-Seven Shops 
San Diego, Cal. . .Over Five-Seven Shops 
San Francisco, Cal. Lane Bryant 
Seattle, Wash. .. Over Five-Seven Shops 
South Bend, Ind. Bentons 
Toledo, Ohio Over Five-Seven Shops 
Trenton, N.J. Lane Bryant 
Washington, D.C. Over Five-Seven Shops 


And these stores in smaller cities: 
Appleton, Wis. Bentons 
Beverly Hills, Cal. Lane Bryant 
Bronx, N.Y. The Coward Shoe Stores 
Brooklyn, N.Y. The Coward Shoe Stores 
and Lane Bryant 

Bentons 
Bentons 
Lane Bryant 
Lane Bryant 
Lane Bryant 
Lane Bryant 
Bentons 


Davenport, lowa 
Decatur, Ill. 
Eastland, Mich. 
Fairview Park, Ohio 
Ft. Lauderdale, Fla. 
Glencoe, IIL. 
Green Bay, Wis. 
Hackensack, N.J. 
The Coward Shoe Stores 
Hempstead, N.Y. The Coward Shoe Stores 
Jersey City, N.J. The Coward Shoe Stores 
Kankakee, Il. Samuels 
Lafayette, Ind. Bentons 
Lexington, Ky. Rolands 
Manhasset, L. I., N.Y. Lane Bryant 
Maple Heights, Ohio Lane Bryant 
Miami Beach, Fla. Lane Bryant 
Millburn, N.J. .. The Coward Shoe Stores 
and Lane Bryant 
Oak Park, Ill. Lane Bryant 
Oshkosh, Wis. Bentons 
Panorama City, Cal. Lane Bryant 
Plainfield, N.J. The Coward Shoe Stores 
Rockford, Til. New Worthman’s 
South Bend, Ind. Bentons 
Springfield, Ill. Rolands 
Stamford, Conn. The Coward Shoe Stores 
Towson, Md. Lane Bryant 
Waukee, Ill. Newman-Benton 
Welesley, Mass. The Coward Shoe Stores 
West Babylon, L.1., N.Y. Lane Bryant 
West Hartford, Conn The Coward 
. Shoe Stores and Lane Bryant 
Westroads, Mo Lane Bryant 
Winchester, Mass. 
The Coward Shoe Stores 


Marshall Field & Co., 200 Madison 
Ave., New York, N.Y., with these stores 
in the first 100 cities: 

Chicago, Ill. Marshall Field & Co 
Seattle, Wash. Frederick-Nelson 


And these stores in smaller cities: 
Bellvue, Wash. Frederick-Nelson 
Evanston, III. Marshall Field & Co. 
Lake Forest, Ill. _. Marshall Field & Co. 
Oak Park, Ill. Marshal Field & Co. 
Park Forest, Ill. Marshall Field & Co. 
Skoki, Il. Marshall Field & Co. 
Wauwatosa, Wis. . Marshall Field & Co. 


May Department Stores Co. (The), 
1440 Broadway, New York, N.Y., with 
these stores in the first 100 cities: 
Akron, Ohio The M. O'Neil Co. 
Baltimore, Md. The Hecht Co. 

The Hecht Co.—Northwood 

. The Hecht Co.—Edmondson 
Cleveland, Ohio The May Co. 
Denver, Colo. May D-F 
Jacksonville, Fla. Cohen Bros. 


Los Angeles, Cal The May Co. 
The May Co.—Wilshire 
The May Co,—Crenshaw 
Kaufmann’s Dept. Store 
Famous-Barr Co. 
Famous-Barr—Southtown 
Washington, D.C. The Hecht Co. 
Youngstown, Ohio 


The Strouss-Hirshberg Co. 


Pittsburgh, Pa. 
St. Louis, Mo. 


And these stores in smaller cities: 
Alliance, Ohio The M. O'Neil Co. 
Annapolis, Md. The Hecht Co. 
Arlington, Va. 

The Hecht Co.—Parkington 
Barberton, Ohio The M. O'Neil Co. 
Canton, Ohio The M. O'Neil Co. 
Canton Plaza, Ohio The M. O'Neil Co. 
Clayton, Mo Famous-Barr-Clayton 
Colorado Springs, Colo May D-F 
Coshocton, Ohio The M. O'Neil Co. 
Cuyahoga Falls, Ohio The M. O'Neil Co. 
Easton, Md The Hecht Co. 
Edmonton Village, Md. 

The Hecht Co.—Edmonton 
Elyria-Loraine, Ohio The M. O'Neal Co 
Griswold'd-Warren, Ohio 

The Strouss-Hirshberg Co 
Jennings, Mo Famous-Barr-Northland 
Lakewood, Cal. The May Co.—Lakeland 
Mansfield, Ohio The M. O'Neil Co. 
Massilon, Ohio The M. O'Neil Co. 
New Castle, Pa 

The Strouss-Hirshberg Co 
North Hollywood, Cal 

The May Co.—Valley 

Prince Georges County, Md. 
The Hecht Co 

Redondo Beach, Cal 

The May Co.—South Bay 
The Strouss-Hirshberg Co 
The Sharon Store 
The Hecht Co. 


Salem, Ohio 
Sharon, Pa 
Silver Springs, Md 
University Heights, Ohio 

May’s on the Heights 
University Hills, Colo May D-F 
Warren, Ohio The Strouss-Hirshberg Co. 
West Covina, Cal 

The May Co.--Eastland 
Wilshire, Cal The May Co 


Meier & Frank Co., 71 W. 35th St.. 
New York, N.Y., with the parent store in 
Portland, Ore., and branch stores in 
Lloyd Center, Ore., and Salem, Ore 


Neiman-Marcus, 1457 Broadway, New 
York, N.Y. with the parent store in Dal- 
las, Tex., and branch stores in Houston, 
Tex., and Preston, Tex 


R. H. Macy & Co., Inc., Corporation 
Buying Division, 1314 Broadway, New 
York, N.Y., with these stores in the first 
100 cities 
Atlanta, Ga 

Davison-Paxon (two stores) 

Kansas City, Mo 
Macy’s-Missouri Kansas 
Bamberger’s New Jersey 
Macy’s New York 
Macy’s California 
The La Salle & Koch Co. 
The Innes Co. 


Newark, N.] 

New York, N.Y. 
San Francisco, Cal. 
Toledo, Ohio 
Wichita, Kan 


And these stores in smaller cities: 
Athens, Ga Davison-Paxon 
Augusta, Ga Davison-Paxon 
Bay-Fair, San Leandro, Cal. 

Macy’s California 
Bowling Green, Ohio 
The La Salle & Koch Co. 


Columbia, S.C. Davison-Paxon 
Columbus, Ga. Davison-Paxon 
Eatontown, N.J. Monmouth County Shop- 

ping Center, Bamberger’s New Jersey 
Findlay, Ohio .. The La Salle & Koch Co. 
Flatbush, Brooklyn, N.Y. 

Macy’s New York 

Hillsdale, San Mateo, Cal. 
Macy’s California 
Macy’s New York 
Joplin, Mo. Macy’s Missouri Kansas 
Macon, Ga. Davison-Paxon 
Menlo Park Shopping Center, N.J. 
Bamberger’s New Jersey 
Macy's Missouri Kansas 


Jamaica, N.Y. 


Mission, Kan. 

Morristown, N.J. 
Bamberger’s New Jersey 

New Rochelle, N.Y. . Macy's New York 


Morristown, N.]J. 

Bamberger’s New Jersey 
Paramus, N.J. .. Bamberger’s New Jersey 
Parkchester, Bronx, N.Y. 

Macy’s New York 
Bamberger’s New Jersey 
Princeton, N.J.._Bamberger’s New Jersey 
Richmond, Cal. Macy’s California 
Roosevelt Field, Garden City, L.1., N.Y. 

Macy’s New York 


Plainfield, N.J. 


Sandusky, Ohio 
The La Salle & Koch Co 
San Rafael, Cal. Macy’s California 
Sea Island, Ga. Davison-Paxon 
Tiffin, Ohio The La Salle & Koch Co. 
Valleyfair, San Joe, Cal. 
Macy’s California 


White Plains, N.Y. Macy's New York 


The home of Great Conventions 


There are a hundred reasons why Boca Raton has become known as the 
home of successful conventions, but perhaps the most important is that 
Boca Raton is complete . . . has every facility necessary for business meet- 
ings plus sports and entertainment on the premises. There’s an 18-hole golf 
course, tennis courts, cabana club with a mile of ocean beach, two pools, 
superb cuisine, dancing and entertainment. There’s never an incentive 


to leave the grounds. . 


. thus assuring full attendance at all meetings. 


Whatever the size of your group (up to 700) Boca has the facilities that 
make for the perfect convention, and the experienced personnel to 
assist you with every detail. For full information and reservations phone 
or write, Ike Parrish, Director of Sales. 


HOTEL and CLUB 
BOCA RATON, FLORIDA 


An Arvida Hotel, 


a subsidiary of Arvida Corporation 


Nat'l Rep.: Robert F. Warner, inc. «© New York * Chicago * Washington * Boston * Toronto 
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Are You Satisfied 
with Your Sales to the 
Hydrocarbon Processing 
Industry? 


if NOT, then it will pay you to read how the new GPC Marketing Plan 


enables you to coodinate your advertising, cataloging and direct mail to 


the greatest concentration of buying power in this specialized industry. 


EFFICIENT INDUSTRIAL MARKETING requires coordi- 
nation of your advertising, cataloging and personal 
selling. Each must be designed to accomplish its 
major function most effectively and economically. 
This is particularly true when selling to the HPI, the 
oil, gas and petrochemical processing industry. 


The GPC Marketing Plan, a new concept in publish- 
ing service, offers you the ideal way to accomplish 
this coordination. Here’s how: 


For your advertising, use PeTRoLEUM REFINER 
magazine to reach the largest concentration of HPI 
buying-power circulation, developed among the 
thousands of key technicians who use the REFINERY 
CATALOG. By placing your sales story in PETROLEUM 
REFINER, you can precondition prospects with the 
advantages of your products, help open more doors 
for your salesmen, reduce selling time, stimulate 
productive inquiries, and refer prospects to your 
buying action catalog in REFINERY CATALOG. 


For your cataloging, use REFINERY CATALOG to 
place your pre-filed buying action catalog into the 
hands of thousands of key buying-power men all 
over the world, in HPI plants, engineering groups, 
purchasing departments and construction firms. In 
doing this, you are using a catalog method with 
proven effectiveness, a method preferred by your 
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prospects. This can result in important buying ac- 
tions in your favor, opening more selling opportuni- 
ties for your men. Your product information is 
instantly accessible to prospects at any hour, day or 
night. You can get inexpensive reprints of your buying 
action catalog to supplement your selling catalog. 


For your direct mail, use the mailing service to the 
distribution list of the REFINERY CATALOG to mer- 
chandise any changes in your product line, prices, 
distribution methods or sales program. This list of 
HPI buying power, the only one of its kind, is con- 
tinually maintained at considerable expense, but is 
made available to RC catalogers at lower-than-usual 
direct mail costs. 


By using the coordinated GPC Marketing Plan for the 
Hydrocarbon Processing Industry, you can economically 
concentrate your advertising, cataloging and direct mail 
on the largest documented buying-power audience avail- 
able, a distinct advantage to your sales force. 


PETROLEUM REFINER / REFINERY CATALOG 


MARKETING PLAN 


World's Lergest Speciolized 
Publisher te the Oi! industries 


GULF PUBLISHING COMPANY 


P. O. Box 2601 7 Houston 1, Texas 


Marketing Outlook for October 


By DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


> The Sales Management monthly Index of 
Business Activity will register a 2% gain 
in October over October 1959. The slight 
gain is the result of comparison against 
& strike-bound period last year, there be- 
ing little sign of any resurgence in cur- 
rent industrial activity. 


® The prospective demand for the new 1961 
automotive models, due by mid-October, is 
clouded by very poor auto sales in July, 
which fell 11% below those of July 1959. 
Auto sales in the first six months of 1960, 
while not overwhelming, at least ran about 
2% ahead of 1959. The poor July performance 
reflects in large part unusually sluggish 
used-car sales; but dealers now have on 
hand over one million new cars which will 
have to be absorbed before demands for new 
models can be evaluated. 


> Over-all retailing in July was about 
even with July 1959, representing the first 
month so far this year which did not move 
ahead of last year in dollar volume. Our 
forecast for retail sales in October also 
calls for no gain in dollar volume, in view 
of the uncertainty in auto demand. (And 
also, because October 1960 has one less 
selling day than October 1959.) The final 
quarter pick-up, on which hopes are now 
centered, will come, if at all, in the final 
two months of the year--but only with a 
sharp improvement in the sale of cars, 
furniture, appliances and the lumber- 
hardware group. For the first seven months 
of 1960 these categories--the so-called 
"durables"--have fallen below the like 
period of 1959 by nearly 1%, while non- 
durables have gained by 4%. Turning point 
to come when hard goods start to gain. 


36 Best 
Markets 


Dallas, Tex. 


Cities Over 500,000 
San Diego, Cal. 


Cities 50,000-99,999 


Lexington, Ky. 
Las Vegas, Nev. 


106.9 
106.8 


for 
October 


(Top six cities 


by population groupings) 
U.S. Index: 100 


The following cities have a common 
denominator. They are expected to 
exhibit business activity leadership 
in the coming month. The index 
opposite each city compares its per- 
formance with that of the nation as 
a whole. For example, if a city has 
an index of 106.9 it means that 
its business activity next month is 
forecast to lead the national aver- 
age change by 6.9%. Canadian 
figures are compared with U.S. De- 
tailed figures are on following 
pages. 


Hempstead Twsp., N.Y. 104.9 
San Francisco, Cal. 104.6 
Milwaukee, Wis. 103.9 
St. Louis, Mo. 103.6 


Raleigh, N.C. 
Portiand, Me. 
Muncie, Ind. 
Reno, Nev. 


Cities 250,000-499,999 


115.4 
109.9 
105.4 
104.1 
104.0 
102.4 


Phoenix, Ariz. 
Honolulu, Hawaii 
Portland, Ore. 
Toledo, Ohio 
Newark, N.J. 

St. Paul, Minn. 


Cities Under 50,000 


Cheyenne, Wyo. 
Lafayette, Ind. 
Middletown, Conn. 
Poughkeepsie, N.Y. 
Newport, R.1. 
Bartlesville, Okla. 


Cities 100,000-249,999 


Waterbury, Conn. 
Wilmington, Del. 
Fresno, Cal. 
Camden, N.J. 
Elizabeth, N.J. 
Columbia, $.C. 


115.7 
113.6 
108.4 
107.2 
107.2 
107.2 


Canada 


Regina, Sask. 
Montreal, Que. 
Toronto, Ont. 
Quebec, Que. 
Hamilton, Ont. 
Halifax, N.S. 
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Business Activity Forecast for 


The Marketing Value of Business Activity Forecasts 


Business activity levels are projected 
two months ahead for 306 U.S. and 
Canadian cities as a guide to the mar- 
keter on where his sales efforts might 
pay the biggest dividends. Cities marked 
with a »& are Preferred Cities of the 
month. They have a level of activity— 
compared with the same month in 1959 

which equals or exceeds the national 
change in business activity. 
activity forecasts are 
measured primarily by the ebb and flow 
of bank debits, seasonally adjusted, and 
reflect employment, 
wage levels in all segments of business— 


The business 


sales, purchases, 
retail, wholesale, industrial, service, con- 
struction, farming, etc. 

The first column of the accompanying 
tables indicates the number of months 
out of the past 24 in which a city has had 
a star to indicate a better than average 
performance. When a full 24-month 
period of back data are not available, the 
city’s record is indicated as follows: 8/11 
would mean that a city has had 8 starred 
months out of the past 11. The 11 in- 
dicates the total number of months for 
which data are available. 

The second column indicates the index 


of change for this month of 1960 versus 
the corresponding month of 1959. 

The third column (the city-national 
index) relates the annual change in the 
index of the city’s business activity to 
that of the U.S. Thus, a city-national 
index of 106.0 indicates that the city is 
enjoying a gain in business activity 6% 
greater than the U.S. average. 

The fourth column is an estimate of 
expected retail sales for the second month 
ahead. While the dollar volume applies 
only to retail store sales it is also useful 
as an approximation of the relative im- 
portance of one city as compared with 
another on all of the elements that make 
up its economic pattern. 


Suggested Uses 


Special advertising and 
drives in spot cities 
Picking cities for test campaigns. 
Revising sales quotas for branches, 
districts and salesmen 
Checking actual performances against 
potentials. 
Basis for letters for stimulating sales- 
men 

% Forestalling salesmen’s alibis 


promotion 


BUSINESS City 
No. & City Natt Retail 
ACTIVITY “ad we a 


Past 
FORECAST = ese (1988 


UNITED STATES 
1 


5 
(Millen) 
October 


00.0 


NEW ENGLAND 
Cities Over 500,000 


Boston, Mass. ...... 16 95.5 


Cities 100,000-249,999 
%& Bridgeport, Conn. 1 100.0 
Hartford, Conn 1 #99 
% New Haven, Conn 7 1005 
w Waterbury, Conn 6 115.7 
Fall River, Mass 98.1 
tw New Bedford, Mass 100.8 
w Springfield, Mass 101.2 
tw Worcester, Mass 101.0 
Pawtucket-Central 
Falls, R. | Bs 
Providence, R. | wa 


Connecticut's 
FIRST 
Household Market! 


Y ¢ amon 


+ cit 
4 é 

popu 

+ in 

ah 


ad n 


catecor 


TOTAL RETAIL SALES . 
Food 
Apparel 
Drugs 
Eat & Drink 
Gen. Mdse. 
Automotive 
(All data: SM ‘60 Survey) 


The Day 


NEW LONDON, CONNECTICUT 


National Representatives: 
Johnson, Kent, Gavin 
& Sinding, Inc. 
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Now — Meriden-Walling- 
ford gives you a $98,418,000 
retail market, i8°/, higher than 
1959 (SM ‘60 Survey). And 
trading area 130,78! popula- 
tion is a 45°%/, growth since 
1950 (US Census}. This surging 
market is delivered only by the 
Record and Journal. No Hart- 
ford or New Haven ABC daily 
has more than 400 circulation 
here. 


(All figures: SM ‘60 Survey) 


The Meriden 


RECORD and JOURNAL 


Meriden * Connecticut 
Nationa! Representatives: 
JOHNSON, KENT 
Gavin &@ Sinvine, Inc. 
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Pittsfield 


Massachusetts 


BUSIEST 
FOOD MARKET 


IN THE STATE! 


i FOOD SALES 


GAINS 
1954-1959 


23.0% 


GAIN IN 5 YRS. 


Now accepting liquor advertising 


THE BERKSHIRE EAGLE 
PITTSFIELD, MASS. 


THE JULIUS MATHEWS 
SPECIAL AGENCY 


October 


BUSINESS 
ACTIVITY 
FORECAST 1959 


No. @ City 
Months Index 


5 
(Million) 
October 


Cities 50,000-99,999 
we Meriden-Wallingford 

Conn 13 100.7 
® Stamford, Conn 107.4 
W& Lewiston-Auburn 101.1 
w Portland, Me 110.4 
% Brockton, Mass 102.9 

Holyoke, Mass 98.6 
% Lawrence, Mass 106.5 
% Lowell, Mass > 100.1 
*® Lynn, Mass 101.2 
& Pittsfield, Mass y 101.1 
& Manchester, N. H 101.8 


Cities Under 50,000 

& Middletown, Conn 8 1106 1106 
New London, Conn 8 96 8 96.8 
Norwich, Conn 0 99.6 99.6 


THIS Is Eastern Connecticut 


49,500 


Families Spending 


an Average of 


$141 
in Drug Stores 


Eastern Connecticut families 
top the U.S. average in drug 
purchases, spend a total of 
$7,073,000 in the market's 
drug stores. 


reaches 
only a fringe portion of these 
19,500 above-average families. 
You need the primary cover- 


Outside circulation 


age and the solid inside im- 
pact of the Norwich Bulletin. 


Norwich Bulletin 


DAILY and SUNDAY 
NORWICH, CONN. 


Week-Days 
27,489 


Sundays 
23,380 


Represented by 
The Julius Mathews Special Agency, Inc. 


rated first* for 
testing among 
U. S. cities in 
75,000 to 
150,000 popula- 
tion group. 


rated sixth* 

for testing 
among all U. S. 
cities due to 
stable economy. 


rated second* 
for testing 
among all New 
England cities 
regardiess of 
population. 


“according to Seles Management 


the totingett market in the country 
gives first aid to new products 


Source: SALES MANAGEMENT 


SHELL is the latest in a distinguished line of products 
and services to select Portland, Maine as best for the 
test. 


Other products recently tested in Northern New 
England's No. | market are Cornette Margarine, Dawn 
Soap, Libby's Beef Stew, 3 Little Kittens Cat Food and 
many others. 


Do what others do! Make Portland, Maine your 
No. | test city. Write for details. Then, you'll be sure 
to select the market that guarantees ideal and economi- 
cal testing conditions. 


ss HERALD 
SUNDAY T 


Represented, by: 
Julius Mathews Special Agency, Inc. 
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. | 1 Business Activity oe We. # City — 
a4 FORECAST rt es 


FORECAST 1958 October FORECAST 


BUSINESS City 
No. & 4 te 
Months Index ndex 
ACTIVITY Out of 1960 1960 $ we Newark, N. J 19 1040 te Rome, NY 
Past vs vs (Million) 
FORECAST 24 = «1959 1959 October % Rochester, N. Y 1l 1012 Trey, W. Y 
Altoona, Pa. 
ethiehem, Pa. 
% Bangor, Me 101.5 ws e on Pa 
ter, ' 
% Salem, Mass 100.8 hire Chester, Pa 
w& Nashua, N. H 103.8 Giese 160,680-209,999 Harrisburg, ce 
en, WN. J. ; ‘ 
* Newport, R. | 106.6 sia ae os aes w Johnstown . a 
izabeth, WN. J. : ter, Pa. 
% Woonsocket, R. | 102.1 * w& Lancaster, Pa 
Passaic-Clifton, N. J. 9 O78 Wilkes-Barre, Pa. 
% Burlington, Vt 100.8 ee ¥ ‘ — : ; 
erson, d d k 
Rutland, vt 0 x 99.5 . % York, Pa 
Trenton, N. J. 9 2 
% Albany, N.Y ll 1068 
Niagara Falls, N. Y. 2 %7 


recuse S100. Cities Under 50,000 
MIDDLE ATLANTIC a ‘heute, BY. © 987 


Cities Over 500,000 ; de Allentown, Pa 1 1015 te Poughkeepsie, N. ¥.. 18 108.1 
Buffalo, N. Y 0 90.6 


we Hempstead Township 
nN. Y 24 1049 
tw New York City, N.Y. 11 103.1 
Philadelphia, Pa 19 9.3 
% Pittsburgh, Pa ll 102.9 


® Erie, Pa. ll 103.2 w Hazleton, Pa 6 1035 
w& Reading, Pa 3 103.4 & Norristown, Pa 24 1019 
Scranton, Pa 1 97.0 w& Oil City, Pa 1 1014 
Sharon, Pa 8 96.4 

Williamsport, Pa 0 %%7 


Cities 50,000-99,999 
Atlantic City, W. J. 9 WA 


EAST NORTH CENTRAL 
Cities 250,000-499,999 Binghamton, WY... 6 99.2 


we Jersey City w Elmira, WH. Y 2 1019 Cities Over 500,000 
Hoboken, N. J 12 100.9 Schenectady, N. Y 0 96 & Chicago, ii! 10 1014 1014 = 516.25 


ROME, N.Y., in 
and LARGER 


Northeastern Maine Population Group 
Doing Fine! and STILL 


38% of State’s Population Ist 
35% of the Income 


—_—" Sales! : Record population gains have rocketed 
Destination: . Penobscot County leads the entire Rome into the 50,000-100,000 popula- 
state in population gains. Aroo- 


tion group, and despite the stiffer com- 
Sky-high and then some, your stook County still going ahead too. petition Rome continues to stand out. 
sales can soar in Woonsocket. 
EBI is now $6,158 per household, The Bangor Daily News provides 
a $402 increase over last year.* 75% coverage of its 7-County 
And The Call keeps your adver- “Blue Chip” Trading Area. New 


ising squarely ‘ = bry > = industries, 3 Air Force Installations. 
I8% coverage of this 64,596 We’ : ' 

z e‘re growin laces! 
City Zone. 9 oP 


BANGOR 


Business activity for September is 9° 

above last September—4.8% above the 

U.S. gain. No other city in its popula- 

tion group in New York, New Jersey or 

Pennsylvania can match this pace — 

“SM “40 Survey only 12 in the nation! It all adds up 
3 DAILY CIRCULATION NOW to this: Buy ROME. 


WOONSOCKET anaes Estimated September sales: $5,660,000. 


FULL or Spot Color Available DAILY | 


CALL The Bangor Now Over 18,500 Doily—Asc 


COVERS RHODE ISLAND'S PLUS MARKET 


Gi | Baily News Rome Daily Sentinel 


Representatives: 
Johnson, Kent, 
Gavin & Sinding, Inc. 
Affiliated: WWON, WWON-FM 


Maine's Largest Daily .. . 
Represented by Call, Wire or Write 
W. 5S. DeHimer, Adv. Dir 
JOHNSON, KENT, GAVIN & SINDING, INC for Merchandising Cooperation, Surveys 
or Additional Market Information 
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CWT Business Activity 
te FORECAST 


BUSINESS 
ACTIVITY = 

ve (atitthen ) 
FORECAST October 


Retail 
Sates 


w& Detroit, Mich 
Cincinnati, Ohio - 

% Cleveland, Ohio 

w Milwaukee, Wis 


Cities 250,000-499,999 
Indianapolis, ind 13 964 
Akron, Ohio 9 9B 
Columbus, Ohio 7 79 

% Dayton, Ohic 15 102.0 

% Toledo, Ohio 13 1641 


Cities 100,000-249,999 


Moline-Rock Island- 
East Moline, tli 1s «93 
Peoria, til 2 @ 
tw Rockford, it ll 1038 
Evansville, ind 0 4 
Fort Wayne, Ind 16 99.4 
® Gary, ind 16 103.7 

® Hammond-East 

Chicago, ind 918 1034 


Cit 
BUSINESS No. & City Nat" Retail 
ACTIVITY 


Months index index Sales 
-_" se cominih ) 
° 5 ion 
FORECAST 1959 1959 October 


South Bend, Ind. 
% Flint, Mich. 
%& Grand Rapids, Mich. 
w& Lansing, Mich 
%& Royal Oak- 
Ferndale, Mich 
% Saginaw, Mich 
%& Canton, Ohio 
Youngstown, Ghio 
Green Bay-Appleton- 
Reenah-Menasha, 
Wis. 
%& Madison, Wis. 


Cities 50,000-99,999 


Champaign- 
Urbana, II! %8 968 
Decatur, ti 948 8 
East St. Louis, ili 94.1 94.1 
Springfield, ti. 940 940 
w% Muncie, ind 106.8 108.8 
w& Terre Haute, ind 100.0 100.0 

Battle Creek, Mich 935 95.5 
%& Bay City, Mich 102.9 102.9 


SMOKE SIGNAL from 
ALTOONA soy... 


new brand OK 
in “Test-Town, Pa.” 


Whether your new product is cigarettes or 
soapflakes, you'll find it herd to pick a 
better test market than Altoona. With 
Altoona's typical distribution pattern plus 
saturation coverage by one dominant med- 
ium that influences buying habits through- 
out the entire county, you'll have them 
puffing away and rub-a-dub-dubbing at your 
product. And in no time at all. Test Altoona 


and the Altoona Mirror and see. 


Mirror 


Altoona Pennsylvania's Only Daily Newspaper 
Richard E. Beeler, Adv. Mar. 


RADIO and TELEVISION 


Sales Management 


New Era 


de 
ad 


ia 
a 


Erie, 3rd city in Pennsylvania, has 
entered a new era of prosperity. For 
the 11th consecutive month Sales 
Management has cited it as a market 
where increase in business activity 
over the same month in 1959 has been 
especially spectacular (details in this 
section). Specifically, the forecast for 
October, 1960, ranks Erie ® 20th in 
entire U.S. among cities 100-250,000 
population. ® Sth in Middle Atlantic 
States among cities 100-250,000 pop- 
ulation. @ 8th in Middle Atlantic 
States among cities of all sizes. And 

. Manufacturing employment was 
up over 1959 in each of 1960's first six 
months'. Average earnings for indus- 
trial workers in 1960 are 2nd among 
Pennsylvania markets’. More house- 
holds fall among top three income 
brackets than in any other Pennsyl- 
vania city of 100,000-plus popula- 
tion’. Significant business activity 
means, of course, high sales potential. 
To convert this sales potential into 
sales volume—for your product—call 
on The Erie Times & News. 


1. Penna. Bureau of Emo me 


19¢ gies Management vey 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 

— and 

ERIE! 


The Erie Times 


The Erie News 


The Erie Times-News 


Represented by The Katz Agency, Inc. 


LOOKING FOR A NEW PLANT SITE? 

Write Erie Chamber of Commerce for detailed brochure on 
Erie Industrial Park: 225-acre, centrally-located plot offer 
ing ideal water, rail, highway transportation; proximity to 
major markets; skilled labor force. 
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Business Activity  *USINESS Bo clty Nat peta BUSINESS ty 
os F rs) c 3 CA 5 T ACTIVITY Out a — yy — ACTIVITY Index sales 


> 3 Pp " ’ 
FORECAST 2s ese 1880 ‘Octoer FORECAST BM see tse ‘Ortoner 


BUSINESS 


Retail WEST NORTH CENTRAL %& Asheville, N. C. 103.2 12.55 


Sales 
TI iti . _> 
ACTIVITY L in. Cities Over 500,000 Durham, N. C ‘ 97.2 9.95 
FORECAST 2 ‘ October Minneapolis, Minn... 10 99.1 99.1 % Raleigh, WN. C. . 5 MLS 14.78 
oa — Kansas City, Mo... 10 97.4 97.4 , Wilmington, N.C. _. 4 6.74 
a gee hens % St. Louis, Mo... 5 1036 1036 w Charleston, S.C. -_. 103.8 11.78 
: , w Greenville, S.C. . 102.3 13.78 
Ww Geskegen, Giek. - ge ta: Danville, Va 97.2 6.00 
de Pontiac, Mich ; 15.41 Cities 250,000-499,999 ot Anemapegy 
2 % St. Paul, Minn. 13 102.4 w& Lynchburg, Va. .. 103.6 8.06 
Hamilton, Ohio ‘ 5 9.87 
Line, @hie 9.36 Omaha, Neb ll 964 Charleston-So 
pt saeckge on Charleston, W. Va. 96.7 18.59 
oram, 0 / 
*,° H . 
tanstel, hie 9.0 99.0 10.26 Cities 100,000-249,999 Taube To a oe 
Seringlield, Obie ; 11.05 Des Moines, lowa 8 97.0 7 ng, a. % 
btu, ite Kansas City, Kan 7 934 Citi u ‘in 50 
pa T . ties n r 000 
% Beloit-Janesville, Wis. S g even, San. nu 16s Cumberland, Md - 4 9.7 97 
Wichita, Kan. 5 924 
%& Kenosha, Wis lam oa6 Hagerstown, Md 5 #2 W2 
uly . inn 
w% La Crosse, Wis & High Point, WN. C. 24 1014 1014 


Springfield, Mo 5.4 

% Racine, Wis Salisbury, H.C. .... 12 Sl Bl 
%& Lincoln, Neb 107.0 

% Sheboygan, Wis 13 w% Spartanburg, S. C 20 1013 1013 


oe tw Charlottesville, Va 2/6 1026 102.46 
Cities Under 50,000 Cities 50,000-99,999 

Bloomington, til 10 Cedar Rapids, lowa.. 14 98.7 

Danville, til 0 7 Davenport, lowa 9 974 EAST SOUTH CENTRAL 
w Lafayette, ind 19 Dubuque, lowa 12 3.2 77 Cities Over 500,000 

x & Memphis, Tenn. - 10 1023 102.5 

% Port Huron, Mich a Sioux City, lowa FI 
w Elyria, Ohio 6 Waterloo, lowa 96.4 

Middletown, Ohio 5 78 St 


Cities 250,000-499,999 
Birmingham, Ala. 7 9A 
Lowisville, Ky 0 «3 


Joseph, Mo 94.0 


Portsmouth, Ohio Sioux Falls, S. 0 93.2 


% Steubenville, Ohio 
Zanesville, Ohio 95.3 Cities Under 50,000 Cities 100,000-249,999 
Oshkosh, Wis 5 Hutchinson, Kae. -. 12 96.1 te Mobile, Ala 12 1003 

tw Superior, Wis 57 Joplin, Mo 3 922 

Fargo, N. OD 94.0 


% Aberdeen, S. 0 100.0 OHIO'S NO. | GROWTH MARKET 


Rapid City, S. D 98.1 
43.3% 
SOUTH ATLANTIC 


Cities Over 500,000 ELYRIA 


Washington, D. C 6 %.7 


te Atlanta, Ga 23 101.4 Population Gain 
Baltimore, Md. _. 0 B89 


Cities 250,000-499,999 45.39 Yo 
Miami, Fla. .2 98 . 
Tampa, Fla. 16 «(O78 78 Metro. Area Gain 


te Norfolk, Va... 3 100.9 Greatest in State 


Elyria far outgained every standard 
t Jacksonville, Fla. -. 17 1011 metropolitan city in Ohio in the 1950- 
St. Petersburg, Fla. 13 94.5 1960 Census count, while the metropoli- 
te Augusta, Ga. 15 101.2 7 tan market ran well out in front of 
Columbus, Ga 0 O75 every other standard area in the state. 
Savannah, Ga. 1S 96.3 dps oF 
Charlotte, N. C. 1 OTS Now is the time to start selling Ohio's 
No. 1 Grewth Market—income already 
a - * $432,722,000, sales $230,782,000 
Tees, & CE and heading for new record heights. 
%& Columbia, S.C. -.. 13 107.2 Start getting your big, growing share 
% Newport News, Va. ll 1006 


of the market's sales—through the 
N w% Portsmouth, Va. . “4 1038 
N Mi Cc H G A Richmond, Va. “4 95 


WILX-TV tone os os “> | Chronicle-Telegram 


"THE FAMILY NEWSPAPER" 
Cities 50,000-99,999 
CHANNEL 10 nad Laban Fla. 23 99.7 . ELYRIA, OHIO 


te Orlando, Fla. 24 100.9 : Circulation 25,540 ABC 3/31/# 
Panne, Fee. 0 970 Double the Number of City Families 


Albany, Ga. 12 899 . Represented by 
Macon, Ga. 13. (97.7 The Julius Mathews Special Agency, Inc. 


22.88 
Montgomery, Ala. 13 (945 16.50 


Cities 100,000-249,999 


% Wilmington, Dei . 22 1136 
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Business Activity 


BUSINESS City 


ACTIVITY 
FORECAST 24 


Jackson, 
Chattanooga, 
& Knoxville, Tenn. . 2 
Nashville, 


Nat if 
Index 


No. & City 
Months Index 
Out of 1960 1960 
Past ve we 
1959 1950 


Miss. - 15 
.-i7 


9.9 
94.8 
100.7 
96.4 


99.9 
94.8 
100.7 
96.4 


Tenn. 


Tenn 12 


Cities 50,000-99,999 


Florence-Sheffield- 


Meridian, 


Tuscumbia, Ala. 6 
Gadsden, 
& Lexington, Ky. 


93.0 
95.4 
woe 46 «1389 
Miss. 6 9 


Ala, . 9 


Cities Under 50,000 


*% Paducah, Ky 


10 1026 1026 


WEST SOUTH CENTRAL 
Cities Over 500,000 


New Orleans, La 0 
w& Dalles, Texas 21 
Houston, Texas 0 
San Antonio, Texas 15 


996 
106.8 
98.6 
97.5 


99.6 
106.8 
98.6 
975 


Cities 250,000-499,999 


Oklahoma City, 
Tulsa, Okla 0 


el 


Fort Worth, Texas 13 


Oki. 4 D4 
95.3 
96.3 


94.8 


Paso, Texas .. 15 


FORECAST 


Retail 
Sates 


5 
(Million) 
October 


BATON 
ROUGE 


Population Up! 
Sales Up, Too! 


More people thon ever with 


more money thon ever ore 
ready 
Preliminary 


to buy in Boton Rouge 
1960 census 
Botton R 


figures 
uge Parish 
to 228 095. These 
effective buy- 
$6,788" per 
center of the 
booming Baton Rouge morket 
The Stote 
Advocate are the 
newspapers that se 
Joy. Sell this fabulous market 
now with the Stote-Times and 
Morning Advocote 


State-Times 


and 


Morning Advocate 


Baton Rouge, Le. 


Fost 


Ow 
population ur 
people, with oan 

ng income of 
household ore the 
Times and Morning 
dependable 


ll them every 


Represented by 
The John Budd Company 


“Survey of Buying Power 


BUSINESS 
ACTIVITY 


FORECAST 1959 


Cities 100,000-249,999 


Little Rock-North 
Little Rock, 
Baton Rouge, La. .. 16 
w& Shreveport, La. _.. 13 
Amarillo, Texas - 19 
w Austin, Texas dna? 
Beaumont, Texas .. 0 
Corpus Christi, Texas 0 95.1 
tw Lubbock, Texas _... 24 103.9 
18 8 


Ark. 14 964 
96.5 
104.3 
96.3 
100.6 
99.3 


Waco, Texas .. 


Cities 50,000-99,999 


Ft. Smith, Ark. .. 8 93.5 
Lake Charles, La .. 7 91.2 
% Monroe-West 
Wonroe, La 
Abilene, 
Galveston, 
w® Laredo, Texas 
Port Arthur, 
San Angelo, Texas 


103.6 
94.6 
97.7 

100.9 
$8.0 
94.4 


Texas 


Texas 


Texas 


& Texarkana, Texas 
& Ark u 1 
Tyler, 
®& Wichita 


100.3 
93.3 
101.9 


Texas 0 
Falls, Texas 22 


Cities Under 50,000 


Ww Bartlesville, Okla. 5 106.6 
Muskogee, Okla 9 9246 


MOUNTAIN 


Cities Over 500,000 
% Denver, Colo. _. 18 102.2 


Cities 250,000-499,999 


% Phoenix, Ariz 24 115.4 


Cities 100,000-249,999 
%& Tucson, Ariz. 24 102.0 
4. 19 BS 
tw Salt Lake City, Utah 14 100.0 


Albuquerque 


Cities 50,000-99,999 


Colorado Springs 
Colo. 15 
Pueblo, Colo. —— 
Great Falls, Mont. 
w% Las Vegas, Nev. 
& Reno, 
Ogden, 


94.6 
94.7 
98.6 
114.6 
108.7 
97.1 


Nev. 
Utah 6 


Cities Under 50,000 
4 


Boise, Ida. 


94.9 
Billings, Mont ll %.7 
Butte, Mont. nih. |e 

% Missoula, Mont. _.17/22 103.0 

Wyo. . » 3 Oe 

*& Cheyenne, Wyo. . 24 1168 


Casper, 


PACIFIC 

Cities Over 500,000 
Los Angeles, Cal. 4 %2 

% San Diego, Cal. .... 24 106.9 

% San Francisco, Cal. 13 104.6 
Seattle, Wash. . -1 979 


Cities 250,000-499, eee 


Long Beach, Cal. 0 


City 
Nat'l 
Index 
1960 


94.7 


Sales Management 


Retail 
Sates 


(Million) 
October 


45.51 


BUSINESS 
ACTIVITY 
FORECAST 


No. City 


1959 


Oakiand, Cal. - 10 98.9 
% Honolulu, .. 24 109.9 
® Portland, 23 «105.4 


Hawaii 
Ore. —. 


Cities 100,000-249,999 
Berkeley, Cal. _...13 99 
*% Fresno, Cal. 19 108.4 
Pasadena, Cal. ._... 11 99.7 
% Sacramento, Cal. 17 1046 
% San Jose, Cal. . 24 103.6 
Spokane, Wash. _... 0 98.6 


Tacoma, Wash. ~ 12 97.1 


Cities 50,000-99,999 
t Bakersfield, Cal. - 18 105.5 


w& Riverside, Cal. _... 15 100.9 
San Bernardino, Cal. 7 98.3 
Santa Ana, Cal. -22 946 

% Santa Barbara, Cal 16 100.0 

%& Stockton, Cal. _17 102.1 

w Eugene, Ore. - 23 (100.0 


Cities Under 50,000 
Santa Rosa, Cal. 23 99.9 


% Ventura, Cal. 22 103.1 
Salem, Ore. ---- 12 984 
Bellingham, Wash. _. 0 99.0 

% Everett, Wash. 19 100.0 
Yakima, Wash. ~~. 8 934 


Retail 
Sales 


City 
Nat'l 
ndex 
1960 
vs. (Million) 
1959 October 


98.9 56.32 
38.70 


72.40 


Growing 


GROWING 


GROWING 


KMSO 


CBS°-NBC-ABC 


Now Reaching 


TV 
60,300 romes 


And Gaining New Viewers All Over 
WESTERN MONTANA 
PERFECT TEST MARKET 


@ 60,300 TV Homes 

@ Drug Sales index 167 
@ Retail Sales index 143 
@ Auto Sales index 176 


PERFECT TEST STATION 


S Captive Audience in 90% of the area 


the re d 


completely 


4 Now the only TV station on the air in 


Far-Western Montana 
@ Low Cost/1,000 Homes 


September 2, 


1960 
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BUSINESS 

No. * 
ACTIVITY 
FORECAST 


CANADA 


ALBERTA 


Calgary 


Edmonton 


BRITISH COLUMBIA 


Vancouver s 


Victoria 12 


MAMITOBA 


Winnipeg 19 


NEW BRUNSWICK 
12 


Saint John 


NOVA SCOTIA 


Halifax 


ONTARIO 


Ham, !ton 
London 
Ottawa 
t Toronto 
Windsor 


QUEBEC 


& Montreal 
Quebec ll 


SASKATCHEWAN 


Ww Regina ll 


Months Index 


City 
City Natl 
Index 
1960 
vs 
1959 
100.0 


93.0 
95.2 


Retail 
Sales 


(Mistion 
October 


1423.50 


TH 


in 


retail 


sales 


Sold 


and 


its 


” 


America 


on 


sold by 


morning 


newspaper 


Che Gazette 


Canada’s Best Newspaper 
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MONTREAL 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Airequipt Manufacturing Co., New 
Rochelle, N. Y. — Robert P. Hill ap 


pointed national sales manager 


American Air Filter Co., Inc., Louis 
ville — Charles S. Stock promoted to 
manager of central marketing 


Beckman Instruments, Inc., Fullerton, 
Cal Paul E. Paules appointed re 
gional manager in charge of sales and 
service for the Scientific and Process 
Instruments Division 
Burroughs Corp., Detroit Jack R 
! 


King appointed sales manager, gen 


eral products and systems group 


Callery Chemical Co., Pittsburgh 
Charles ] 


marketing services 


Wilev named manager of 
Frank G. Ferrick 


named manager of industrial sales 


Chemway Corp., Lady Esther Divi 
sion, New York Leo J. McNamara 
named assistant to president. His ini 
tial assignment will be in the area of 


sales administration 


Corn Products Sales Co., New York 
E. Carl Snyder promoted to man- 
ager of sales-service, Industrial Divi 
s10n 
Duncan Coffee Co., Houston—Lauren 
C. Dudley appointed sales manager 
of Grocery Division. Before coming 
to Duncan Coffee, Mr. Dudley served 
as southeastern district manager for 
Continental Can 


Eastman Kodak Co., Rochester 
Willard ( 


N. ¥ 


Campbell appointed 


general manager of sales in San Fran- 
cisco. 


The Glidden Co., Cleveland, Ohio 
Carroll O. Hutchinson named head of 
newly created market development 
department. 


Hagan Chemicals & Controls, Inc., 
Pittsburgh — Donald T. Cusack ap- 
pointvd manager of sales, Process In- 
dustries 


Humble Oil & Refining Co., Esso 
Standard Division, New York — 
Charles W. Bohmer, Jr., assumes new 
post of assistant in marketing matters 
to D. W. Ramsey, Jr., vice president 
and director of marketing 


Jackson Manufacturing Co., Harris- 


burg, Pa George W. Baugher 
elected vice president in charge of 


sales 


Christo- 
Buckley named vice presi- 


Knox Glass, Inc., Knox, Pa 
pher H 
dent and director of sales and mar- 
keting. He was formerly general man 
ager of the Aluminum Container Di- 
vision of Kaiser Aluminum 


Railway Express Agency, New York 

Harold E. Shipley, former director 
of advertising and promotion, pro 
moted to eastern regional marketing 


manager 


Smith-Corona Marchant, Inc., Svyra 
cuse, New York — Alton T. Davis ap 
pointed corporate southeastern sales 
manager. He has been with the com- 


pany since 1933 


Standard Conveyor Co., North St 
Paul, Minn 


from assistant sales manager to sales 


Herbert Olsen promoted 


manager 


KNOW 
THIS 
MARKET: 
metropolitan 
GARY- HAMMOND 
E. Chicago, Indiana 
44th MARKET 
in the nation! 


(U.S. CENSUS BUREAU RANKING) 
2nd MARKET 
' in Indiana! mea 


September 2, 1960 


POPULATION: 
556,600 
E.B.1. 1959: 
$1,130,840,000. 
E.B.1. PER HSEHOLD: | 
$7,055 . 
RETAIL SALES, 1959: 
$698,363 ,000. 
FOOD SALES: 
$187,468,000. 
GEN. MDSE: 
$94,519,000. 
AUTOMOTIVE SALES 
$101,534,000. 


Ml 
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Aaeay Maca oe ADVERTISERS’ INDEX — MsSrow-Hit, Publishing 
Admater Svein . 


Company 
Agency: Fuller & Smith & Ross, Inc. 
SS SS hh hh Joshua 
Aare ng index is provided as an additional service. 
@ publisher does not assum ny liability for 
Agency Caldweil Larkin & jem or emiation. = — ad Ageney: Gordon Schonfarber & Associates 
Sidener-Van Riper, inc. Midwest Farm Paper Unit 
Altoona Mirror Agency: Olmsted & Foley, Inc. 
fy 8 == iz Mill & Factory 67, 68, 69 
: if SS ae et Agency: The Schuyler Hopper Company 
- v Minneapolis Star & Tribune 
we Van Sant Dugdale & Hey mem Inc. j Agency: Batten, Barton, Durstine & 


mesons Veueaene © © ‘aad ADVERTISING SALES | x. 


Pema Le ee P ~ - sy 

ency: nningham alsh, Inc. A : Morris Timb: Inc. 

Americon Telephone & Telegr EXECUTIVE VICE PRESIDENT oe 
Agency: The F. np Hayhurst Co. Ltd. 


(Leng Lines - . 
New 


Agency N. WwW. Ayer & Son, Inc 


lcations, Inc. ... 
Agency: Ven Brunt & Company 

PROMOTION Agency: L. E. Mc@ivena & Company 
Norw 


Philip L. Patterson Orchids of Hawaii 
Agency: Jerry ——" Advertising 
ADMINISTRATIVE ASSISTANT Sentinel $ 
Agency: Charles F. Fry Advertising 
Edward S. Hoffman Associates, Inc. 
: . Porade Magazine 
Asst. to Executive Vice-Pres. Agency: Reach, McClinton & Company, Inc 


4 Peterson, Howell & Heather, inc. 
Cecelia Santoro Agency: Emery Advertising Corp 


Edword Petry & Compony . cee nad 
ADV. SERVICE MANAGER Agency: The Wesley Associates, inc 
Agency: Sudier & Hennessey, Inc epublic & Gazette 


; : : Phoenix R 
Camera Optics . a Madeleine Singelton Agency: Jennings & a gaged 
if fi 
= y"-.~4y ~~~ - > PRODUCTION MANAGER pony yy 2? 
Agency: Gillham Advertising agamty Virginia New Agency: Frederick Asher Inc 
Chicago Daily News . ‘ Portiand (Me.) Press-Heraid Express ... 
Agency: Batten, Barton Durstine & Agency: J. M. Bochner Advertising 


— Ass 


American 
Agency: Duffy & Associates inc. SRS * 
American Credit indemnity Co. 


Randy Brown 


2 ee 


ule 


Bell & Howell Compony . 
an ee McCann-Erickson 


_ 


Hotel 
Agency: Fletcher Richards, Calkins 
& Holden, Inc. 
Buffalo Ev News . 
Agency: Gotthelf & Weil, Inc 


os Sa eee 


Supply News 
Agency: Tobias, O Neil & Galley 
CBS Radio 


. Agency P E. Zubrow Company 

cilway Express 

DIVISION SALES Agency: Benton & Bowles, Inc 
entinel 


R Ss 
MANAGERS Reterie: 


_ Wm. 
(Interview Series) New York—W. E. Dunsby, m 
eng, Sow & Rogers McClenaghan, Ellidt Hague, Son Di mogement cerencssers 
Mar) ars i i ’ Agency: Barnes Chase Advertising 
(MAP) Robert B. Hicks, Dan Ca —_ x. q~ have 
Agency: Gray & Rogers F. C. Kendall, Ormond Black, tarde ow eee grosses 
yp By ay sees 630 Third Ave., New York 17, 


tar nl he AG oe. N. Y., YUkon 6-4800. 


tions 
(Distribution Age) 
Agency: Gray & Rogers 
ites Publications .. 


Agency: Joseph Guilioret Company ; Simmons 
Costetasr Garp. or. cece Chicago--C. E. Lovejoy, Jr., As- [Retiwe ech —_an , 
The Sapy Shep tthacsisipad eS: sociate Publisher and Western me ee Bad papier deglipa ita 

Agenc ~ hg Goodmes Advertising General Manager; W. J. Car- mA. he te 

. 88, : . tot teinma - 
Agency: Henry J. Kaufman & Associates michael, Western Advertising Agency: John Gilbert Craig Advertising 
Director; John W. Pearce, West- Successful Farming 
Agency — Gunde & Associates ern Sales Manager; Thomas S. | aginne / = MeGivens & Company 
Agency: The L. W Ramsey Adverti sing » Turner, Robert T. Coughlin, 333 Agency: Doug Johnson & Associates 
tabi : TV Guide 
a | N. Michigan Ave., Chicago 1, Ratan doen & hoaen, héveidne 
Fletcher Richards, Calkins | ttl, STate 2-1266; Office Mgr., Tacoma News-Tribune 
at Holden Ine - Margaret Schulte. my Ln bg Company 
. F Agency N. Hudson Advertisin 
ag Pacific Coast—Warwick S. Car- Tulse World-Tribune ° 
—., A ae we | penter, 15 East de la Guerra, clint =... 
106, 107, 108 | Santa Barbara, Calif., WOod- ‘Agency: MacManus, John & Adams, Inc 

Agency: MacManus, John & Adams, Inc 1 land 2-3612, Pacific Coast Man- Inc 
E. 1. DuPont de Nemours & Co. inc.) .. 119 : ‘ . Agency: Kelly, Zahrndt & Kelly, inc 

Agency: Batten, Barton, Durstine & ager: Northern California, Wall St. Journal 
agi" —e ee _ Washington and Oregon, M. A. A Ste K. ety & Associates 

yriea hronicle-Te om cose cosee P jorence, 

Eng Eewetioterd Kimball Co., 2550 Beverly Agency: Henry J. Kaufman & Associates 
Bok, Li} 4 Compeny Boulevard, los Angeles 57, wee F Ctteline-Rosk tstend) 
ws : gency: Clem anson Co 
Agency: Peter Zanphir. } Cal., DUnkirk 8-6178; or 681 WILK (Lansing, Mich.) 


First 3 Markets Group 4 Market St., San Francisco 5, : Agency: Columbia Advertising 


Comp ere Ind Cover 
Agency: Chirurg & Cairns Inc 
Domestic € 


Agency: Carpenter Procter : Woonsocket Coll 
Fort Worth Star-T m pe owe ‘ Cal., Exbrook 2-3365. Agency Gordon eae ae & Associates 
Agency: Rowland Broiles Company | : Worcester Telegra 
Gary Post-Tribune vader Agency: C. Jerry my tpealdien he 
Pree Torke! Gunde! & Associates ARE TERE eS. Young & Rubicam, Inc. 
penesere News-Record . 
gency: Henry J. Kaufman & Associates Holidey Magazine 
ent Publishing Company ae one paren, Barton, Durstine & 
Gail Publishing ‘otaes ye : Hopper Company 127 
Agency: Robinson i McGary , Journal of American Hospital BRANCH MANAGERS WANTED 
Association % 
Jom Ho Organizotion e+e . Agen a ad Progressive national manufacturer and distributor 
Aaeac empbell-Ewald Compan gency: Bernard J. Hahn Associates 
M4 9 > Me. ~ pany Indionapolis Stor & Tribune ........... of aluminum specialty products seeks six top- 
he he ret ats Fete eew renee Agency: Caldwell, Larkin & calibre men to supervise company-owned direct- 
gency yon Sake nc Sidener-Van Riper. inc to-consumer outlets in various locations throughout 
Industrio! Equipment News . the country. 
ane rk Chilo, “hamere a These men must have recent experience managing 
e jeontona!? .. eeees retail operations grossing $250,000 to one million 
Agency: Westmont Advertising Agency annually, They must be familiar with all aspects 


Copywriting Studio Life Magazine of door-to-door selling and capable of directing a 


A Y & Rubi ' 
Confidential Work Look’ Moganine «oss. es.- ee ee 


Add 2 Agency: McCann- Erickson. <a The men we seek have already proved themselves 
to your not Joseph Luchs & Staff, Inc. .. and now aim at broader horizons with fuller re- 
fo your payroli—get e Manger Hotel Chain ....... , wards and recognition. Our company offers com- 
top creative team for a Agency: Ellington & Company. ine pensation in 5 figures, based on proved ability 
per-job fee. ae epee Rickard, Gebhardt & Reed, Send resume in confidence to President, Box 80! 

Persuasive Communication All letters will be answered and appointments 
any kind — any medium MeCiotchy Newspape arranged for qualified men at company expense. 
Agency Walter ene Inc. 
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THE SCRATCH PAD 
TT 


Ragweed reaches its pestiferous 

peak this month, which once led me 

to do a diatribe titled “Sic September 

[vrannis.” No editor could see it 
. 

Crocked instructor: Full professor 
* 

An ideal student, by the wav, is 

too good to be truant 

« 

somehow wish we would skip 

the centennial of the War Between 
the States. Why abrade scar tissue 
with sham battles? Politics is divisive 
enough 

» 

This oldie 
turning up: 
The codfish lavs ten thousand eggs, 

The homelv hen lavs one 
The codfish never cackles 

To tell you what she’s done 
And so we 


wuthor unknown, keeps 


scorn the codfish while 
The humble hen we prize. 
Which only goes to show vou that 
It pays to advertise 
e 
How's That Again? Dept.: “Jacob 
nl re 


Reed’s, the man’s men’s stores 


* 

I could stock a lending library with 
things I don’t know, among which 
would be how Louis Prima and Keely 
Smith got to be “the hottest act in 
show biz” when thev leave me tomb 
stone-cold. I must be wrong 

o 
Football hero: A fellow who gets 
( urried iwa\y 


ry 
Nit: “You say she’s always acquir- 
ing things?” 
Wit: “Yeah 


Aquirius.” 


she was born under 


. 

Some wag put it neatly back there 
for the United Fund: “We're putting 
all our begs in one ask-it.” A nice 
theorv and a worthy cause, even if 
some members do repeat through a 
“membership drive” loophole. Chari- 
ties outside the United Fund are so 
many and so varied, I get the notion 
that we may some dav change our 
national symbol from a bald eagle to 
a slotted tin can. 

7 

Thanks largely to the Teletypeset- 

ter, Europeans will be able to read 


“today’s New York Times today” be- 
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BY T. HARRY THOMPSON 


ginning this fall, Ivan Veit tells me. 
Plans call for extensive editorial re- 
vision and expansion of the Interna- 
tional Edition. 
e 

They say you can now buy a belt 
with a buckle whose tongue is a 
duplicate of your car key. In case 
you sometimes lock your ignition key 
in the car, you'll always have a spare 
around your waist, although I don’t 
know how belts like that can be mass- 
produced. 


Time magazine notes that, in —_ 
Pass, Cal., the Oakdale Ranch nudi 
camp’s monthly Nudesletter as ge 
that nudist camps were started by a 
group of sunbathers who, in their 
search for a perfect tan, were de- 
termined to “leave no stern untoned. 
rs 
Dept. of Utter Confusion: “Give 
the new Norelco Speedshaver, world’s 
largest seller!” “That’s why it [the 
Remington Roll-A-Matic] outsells 
them all.”—Excerpts from two adver- 
tisements. 
3 
Ripley or Not Dept.: In 1836, it 
says here, the national debt of the 
United States being paid, the surplus 
revenue was divided among the 
states. Oh, my rachialgia! (Cf. “ach- 
ing back.”) 
° 
Memo to myself: “What decent 
thing did you do today?” 


Some Repeaters Get Life! 


given life sentences. 


times you hear it. 


Vice Versas. 


the late Edwin C. Hill. 


Under the criminal code of certain states, 4-time losers are 


Naturally, I have no such punitive measures in mind for the 
advertisers who repeat and repeat and repeat. 


However, comma, what IS fair and equitable when, as Gilbert 
& Sullivan suggested, we let the punishment fit the crime? 


You know the echolalians as well as I. 


There is that friendly woman who says: “These cleaners were 


made for characters like me.” Very convincing the first ten 


You are glad to know that aspirin dissolves the minute it 
slips past your epiglottis, but you get a little tired of that glass 
gizmo representing throat and stomach. 


Men with unusual hobbies are interesting the first two or 
three times you hear about their extra-curricular activities. But, 
after a while, you don’t care whether they smoke Viceroys or 


One of the earliest tenets of advertising is that repetition 
makes reputation, but when the sales pitch begins to sound 
like a sea chantey, and you know it by heart, you wish the 
announcer would shut his big, fat rictus. 


The late Joe Katz would never let me repeat a commercial 


for Amoco gas. He demanded two a day, five days a week, for 


That is the other side of the coin. My one fear in columning 
is that I will wear readers down to a wafer. 
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Zip-String Zip-Strip 


unpackaging is important too! 
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Nothing so antagonizes a customer as a hard-to-open package. Modern films, with their high abrasion resist- 
ance and tensile strength, can be brutes. Dobeckmun Zip-Tape”, Zip-String and Zip-Strip can make any kind 
of a package a cinch to open, while not yielding one inch in either appearance or shelf life. Dobeckmun 
has a quick opening device for nearly everything that comes in a flexible package —ZIP-TAPE for cellophane 
and foil—ZIP-STRING recommended for the toughest laminations—ZIP-STRIP for products not affected by 
moisture loss or gain...a serrated edge to polyethylene bags and overwraps. For full information about this 
and other aspects of Packages for Performance, write THE DOBECKMUN COMPANY, A Division of the Dow 
Chemical Company, Cleveland 1, Ohio + Berkeley 10, California + Offices in most principal cities 
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Media’s Law: 


To a seller of lampshades, the pulling 
power of an advertising medium is equal 
to the number of lampshades sold. 
To media men, pulling power is influ- 
enced by several interrelated factors. 
The law or formula looks like this: 


Circulation Volume 


Pulling Power : 


x 
Editorial Vitality 
x 


The Chicago Tribune, with a circulation 
1% times that of any other Chicago 
newspaper, out-pulls the other papers 
by at least 3 to 1 and as much as 15 to 1. 


Chicago Tribune 


Reader Confidence 
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